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DIAMOND 


In the kit of the skilled mechanic or the enthusiastic home 
craftsman, tools bearing the famous Diamond trademarks 


‘There is Bu es ° ° ‘ 
indicate the discerning workman... one who appreciates and 


nothing finer 
than a DIAMOND” enjoys using the finest. 


DIAMOND TOOL ad /ol'Sh0e (Cy 


DULUTH, MINNESOTA £8. £¥ i908 TORONTO, ONTARIO 


\) 





ae 
Baas fee: ee 
ey 
ae 


and FIELD-TEST eee 


R-V-LITE WINDOW MATERIALS 
AND PROTECTIVE MATERIALS 
ARE MADE TO LAST! 


Field tests and “torture tests” by disinterested laboratories prove that Cel-O-Glass* and R-V-Lite 
window and protective materials are scientifically designed to be tougher, lasting! Cel-O-Glass 
for instance, is manufactured with more plastic per square yard than any similar product . . . thus 
giving it longer life and greater resistance. R-V-Tex*, the a// new Fiberglas-reinforced R-V-Lite 
product, has been proven three times as strong as ordinary polyethylene sheeting. 


For the ultimate in customer satisfaction, promote and sell R-V-Lite window and protective 
materials. Made and sold exclusively by Arvey Corporation through superior hardware jobbers 


R-V-LITE DIVISION 3500 No. Kimball Ave., Chicago 18, Illinois 
Since 1905 


ArveyCorPORATION 
(Gt SE Bi NS gg egaeenarnconns 


“R-V-Lite” and “R-V-Tex” are trademarks of Arvey Corporation, Chicago. Copyright 1958, by Arvey Corporation. 
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IN PAINT SUNDRIES 
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the only complete line of painting and maintenance 
accessories... delivered to you from one nearby source. 
Full 40% profit... 


satisfied customers mean rapid turnover. 





DEXALL BRUSH CLEANER—renews any brush, no matter 


how hardened and caked with paint 


DEXALL WOOD BLEACH—the most effe: tive, fast-working 


and easy-to-use bleach for finest furniture refinishing. 


DEXALL HOLD-TITE GLUE—an ai purpose white glue of 
tremendous strength. Dries clear, won't stain insite Pg 
NYol0[-1-)4-0 010) 441- MJ 0) 8) |ler-} ce) dutteutiin neeas 
eds 
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DEXALL PATCHING PASTE—ready mixed, smooth-finish 


spackling compound. Applies easier, bond§ tighter 





DEXALL TACK RAG—aids fine painting. One wipe pic! 


Vy oeme ila qm: lalemmel0}-) qmmOl-1-mme)'|-1am-lale Mme) -1am-los-1] a) 


DEXALL STAIN COVER—seals laat-lales-4- Veh ame lale Mme) eal ie 


aniline.dyes and stains. Provides good base 
for finish coats 





DEXALL PREPARITE—tiquid F- Tale llal-am- ile meet l-r-lat-me-lale| 


of¥i i tomes) at-laal-1(-1e me: late mm '2-Iaall-jal-le M101 af-lol-1-am o)-3 10] 4-) 


refinishing. Saves hours of sanding time 


1D) 4.) ae 1010) B) PATCH —actual wood in easy-to-use, 
nonshrinking paste form in tubes 
Vale Mmet-]al-Wambe] b @more) (0) 6-1 


DEXALL SUPER CEMENT —nitro ellulose-type cement 
Makes waterproof bond on wood, metal, glass, china, 
leather, plastic and paper 


DEXALL CUR VAING COMPOUND—for W\Telele Me) am aat-a¢-) 


sash. Remains elastic, will not crack 


DEXALL CAULKING COMPOUND—tough elastic, 


long-lasting seal. Knife and gun grades 


DEXALL Or NGlmdinie) GUN—heavy gauge, all-steel 


construction. Fits any metal or fiber cartridge 


SELF-SERVICE 
YOU SAVE MONEY... YOU SAVE TIME...WITH DEXALL MERCHANDISER! 
A single nearby source keeps your low inventory requirements at This complete Dexall depart- 
peak efficiency. Place one order. . . save on freight costs! ment requires only four square 
feet of floor space. Will build 
sales and profits . . . fast... in 
DESHLER PRODUCTS CO., Deshler, Ohio your store. Write now for details. 


distributed by The Sherwin-Williams Co., Cleveland 
Acme Quality Paints, Inc., Detroit John Lucas & Co., Inc., Philadelphia 
W. W. Lawrence & Co., Pittsburgh * The Martin-Senour Co., Chicago 
The Lowe Bros. Co., Dayton * Rogers Paint Products, Inc., Detroit 
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STEEL 
EXTENDED 
PRONG 


“NAT” STANDS OUT 


with uniform high quality 


You sell satisfaction when you sell National fasteners. Rigid quality control assures 
uniformly satisfactory performance of all products in National’s most complete line. 

This product superiority is reflected in National’s smart red and black packaging. It 
can brighten your fastener shelves and make your stock handling easier at the same 
time. Labels are color-coded for at-a-glance identification and printed for quick off- 
the-shelf selection of the size the customer wants. 

Standardize on National fasteners—you’ll always be — 
sure that this most complete, high-quality line will AY . F 

S) altona 
stand out in product performance and sales appeal. ; / cnneniaiiiamanell 


Ask Your Distributor... He Knows 





NATIONAL SCREW & MFG. CO. OF CAL. asl 


3423 So. Garfield Ave., Los Angeles 22, Cal. ae 


Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 
For Details Circle 4 on INQUIRY CARD 
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THE MOST COMPLETE WHOLESALE HOME GOODS MARKET IN THE WEST! 


| DECORATIVE WU, 


MA val 


x SPpR 
/ MIRRORS = Lamps : NGs 
; <heasidl ; 
PILLOWS : 
MURALS 


FIREPLACE EQUIPMENT - LAMPS - FURNITURE - GIFTS + DECORATIVE ACCESSORES OUTDOOR FURNITURE 


APPLIANCES - RADIO - TELEVISION + HI-FI» FURNITURE - FLOOR COVERINGS - HOUSEWARES 


CARPETS FLOOR COVERINGS it 
PMLCL $ 


RUGS + FABRICS . co -* 


SAN FRANCISCO GIFT & HOUSEWARES SHOW + FEBRUARY 1-4, 1959 


Over 1500 quality lines of gifts, china, glass, jewelry, toys, stationery, novelties and 
housewares—from the North, South, East and West—displayed conveniently on the 
2nd, 4th, 5th and 9th floors of the Mart. 


And after hours, enjoy world-famous San Francisco restaurants and fabulous fun- 
spots—all so easy to reach . . . in minutes! 


WESTERN MERCHANDISE MART 


* Additional displays at the Civic Auditorium, . 
St. Francis ard Sheraton-Palace Hotels. San Francisco 
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FOR THREE WEEKS THIS 
FALL this writer traveled more 
than 6000 miles covering con- 
ventions and shows with the 
tools of the trade ... a camera 
and a typewriter. 

THE FIRST EVENT COV- 
ERED was the Builders Hard- 
ware Convention and show in 
Chicago. The industry people 
expressed great confidence in a 
big increase in home and indus- 
trial building in 1959. More 
styling was evident in locksets 
this year. Cabinet hardware has 
always led in new and modern 
design, but the lockset manufac- 
turers seem to be more aware of 
the value of selling style. Now 
if they will only concentrate a 
little more of their sales effort 
on the replacement market, the 
independent retail hardware 
dealer can once again become a 
big factor in the builders hard- 

yare field. 

THE NEXT JUMP, and it 
was a fast one, was to New York 
for the National Hardware Show 
which was held the same week 
as the Builders Hardware meet- 
ing. It was here that optimism 
ran very high. Most exhibitors 
did a great deal more business 
than last year. There were more 
Western wholesalers in evidence 
than at any of their previous 
shows. 

THE THIRD EVENT covered 
was the joint convention of 
hardware manufacturers and 
wholesalers at Atlantic City dur- 
ing the following week. This is 
a grand social occasion where 
“buyer and seller’ meet in a 
relaxed atmosphere. However, 

(Continued on page 6) 
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It's on the Calendar 


About this time of the year you receive in addition to the season’s 
greetings a flock of calendars for the ensuing year. 


Our staff has been busy on our own calendar. You won't see it 
but you will receive the benefit of it. It is our annual Editorial 
Calendar. Like you, we have to plan ahead. 


Just to give you an idea of what some of the 1959 issues of 
HARDWARE WORLD will bring to you, here are a few highlights: 

1. January is our Pre-convention and Show Issue and will also contain some 
garden supply merchandising articles. 


2. February will offer a once-in-a-lifetime special Issue . . . “Welcome Alaskan 
Market.” Many of the articles already received read like some of the fiction 
you have read about the Gold Rush Country. We are sure this is an issue 
everyone in your store will enjoy reading. 


3. Our real gift to the hardware industry is our “Springtime is Gifttime” 
promotion which will be introduced in the January Issue and will be centinued 
every month until its big splash in the April Issue. We will again offer a 
bargain merchandising kit for Western retailers. 


4. “Making the Big Sale” will be a series of articles made up of experiences 
of Western retailers with such merchandise as power tools, power mowers, tool 
kits, appliances and other big ticket items or selection of items. 


5. The June Wholesalers Issue will feature the new products catalog which 
will be like a “show in print.” 


6. The July Store Improvement Issue was a big hit last year. We have plans 
to make it even more valuable to you as a copy that you will want to save for 
reference. 

We also have many plans of interest to you for the fall issues. 
However, it may be better for us to announce these to you in the 
mid-year issue. 

In making such plans for future issues you can be sure that they 
were not all made at the desk. Throughout the year HARDWARE 
WORLD editors travel thousands of miles contacting retailers at con- 
ventions, shows, and on field trips. We also get much mail from 
many of our readers who give ideas of subjects they would like 
covered. Perhaps you have a few subjects in mind. Send them to 
us and it will help us in preparing a program that will make HARD- 
WARE WORLD more valuable to you. 


The entire staff of HARDWARE WORLD sends you Christmas greet- 
ings and the best wishes for a happy and profitable New Year. 


Wile Choon 
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the wholesalers have become 
more serious each year at their 
special sessions. This year was 
no exception. The talks of vari- 
ous members were down to earth 
and reflected many of the major 
problems besetting the industry. 
Perhaps the most important at- 
titude expressed by more than 
one wholesaler was the aware- 
ness of the need to offer more 
services to the retailers particu- 
larly with effective sales and 
promotional programs. 

IT WAS FUN to watch the 
reaction of Easterners when we 
showed them a group of full- 
color prints of new Western 
Hardware stores. Almost to a 
man the response was, “This is 
a hardware store?” Among them 
were three prints of a new mod- 
ern store in Fairbanks, Alaska. 
This they could hardly believe. 
Guess they expected igloos. 

“ORDER YOUR STEEL 
NOW if you want a stock this 


HUMOR MAKES SMALL AD PULL 





Just Imagine A Woman Rushing In And Saying: 


“Give me a mouse trap, I want 
to catch a bus!” 


The lady did not give us time to tell her about our 
new stock of RITZ dish cloths or the many new items 
of Pyrex Ware or the specials on Revere Ware. We 
hope she comes back to the — 


PEARSON HARDWARE 
4014 Piedmont Avenue OLympic 4-1644 











FOR MANY YEARS Pearson Hardware in Oakland, Calif., has 
been using relatively small ads such as the one above. Frequently 
a humorous lead such as this one is used. The ads appear every 
week in the local district newspaper. By use of occasional humor 
the readers are induced to look for the ads to see “what’s next.” 
Such continuity in advertising has been one of the factors that 
has helped build up a steady traffic in this store. 


spring,” was the warning given 
to the wholesalers at one of 
their meetings by Tom Camp- 
bell, editor-in-chief of another 


his business outlook which, in 
general, predicts better business 
for all basic industries. This is 
one of the reasons steel may get 


Chilton Publication, Iron Age. 
He also predicted a steel strike 
this next summer to run a mini- 
mum of five weeks, maximum of 
eight weeks. In a subsequent 
issue of Jron Age he published 





CASH IN NOW! 
GIANT 


“Want Book’ 88c SALE 


PROFIT 
MAKERS 


Check your stock and re-order 


the NEW rutter ee Assortment 


a little tight around April and 
May when the big demand will 
be on. About defense, he says, 
“No matter what you hear, ac- 
tual spending is on its way up. 
It will top $42 billion next year, 
not counting foreign military 
aid. Higher prices, previous 
commitments and more missiles 
will push the figure up.” About 
the auto industry, he expects 5.4 
million sales during the calendar 
year of 1959. It may be higher 
because the 59 models stand a 
chance to do better than ex- 
pected. If they don’t “early in- 
troduction of 1960 models will 
do the trick,” he states. 

THE COLOR FAVORITE for 
1959 will again be beige, the na- 
tion’s 1958 color favorite, ac- 
cording to Faber Birren, color 
consultant to Monsanto Chemi- 
cal Company’s Plastics Division. 
He expects sandalwood, pink, 
oyster white, light green, tur- 
quoise, light blue, yellow, light 
gray, and rose rounding out the 
top ten in that order. He sees 
the trend toward the more re- 


This self-service sales magnet is loaded with pop- 
ular, wanted tools—screwdrivers, pliers, files, ham- 
mers, chisels . . 
vinyl pouch . . . high-profit items at 88¢ retail! icti 3 

GET this fast-moving assortment . . . KEEP it dictions are based on records of 


today. Bare spots lose fined and muted hues. His pre- 


. etc., each in a strong ‘'see-thru”’ 
sales! Ask your jobber for 
other famous Fuller brimful, and just watch ‘em go! 


consumer sales of paint, wall- 
ORDER or RE-ORDER TODAY! 


papers, fabrics, carpeting, appli- 
ances, housewares and miscel- 
laneous plastic goods. “Wonder 
where the yellow went?” 


self-service money-makers 


| FULLER BC) ToS ese 
roducer of Unbreakable 


3522 Webster Avenue, New York 67 Amber Handle Tools M. A. 
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Balanced Action 


SPRINGFIELD 
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_- POWERED LAWN AND - 
Quality built by QUICK MANUFACTURING, INC., 3240 E. MAIN ST., SPRINGFIELD, OHIO GARDEN EQUIPMENT 


THE HOUSE OF POWER .. Also industry-leading walking and riding power mowers 
For Details Circle 7 on INQUIRY CARD 
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Merchandise Now In The News 








“HANDEE TRAY” provides a neat, 
easy way to keep track of small tools 
and parts in the home. Hooked on 
Peg-Board above any working area, 
all items are kept conveniently within 
reach of the worker. Comes with 
three adjustable dividers.—Industrial 
Marketing Service 
For Details Circle 125 on INQUIRY CARD 


“JOSS-JOINT” is a two-piece metal 
device that will safely and tightly 
connect any two pieces of wood per- 
manently or temporarily. Device con- 
sists of steel brace which has a lug 


protruding on one side. Has wide 
use in homes, on farms, etc.—Dyna- 
con Corporation 

For Details Circle 126 on INQUIRY CARD 


SAFE-T-PLATE covers keep children 
from tampering with electric outlets. 
Covers are installed by removing con- 
ventional wall outlet covers, and 
screwing the Safe-T-Plates in their 
place. Available in ivory color which 
can be painted to match background. 
—National Fabricating Co. 
For Details Circle 127 on INQUIRY CARD 


EYELET TOOL punches holes and 
sets eyelets at the same time in one 
easy operation, Tool is only six inches 
long, all steel, in satin finish, and has 
smartly glazed bright red handle. Kit 
includes 300 eyelets in 10 assorted 
colors.—Kaycrest Products 
For Details Circle 128 on INQUIRY CARD 











AUTOMATIC SLIDING SCREEN 
door closer fits any size screen of 
aluminum, steel or wood frame. Made 
of aluminum and rustproof materials. 
Screens slide to full opening up to 
five feet or more. Installs in a jiffy 
and is easily removed for winter 
storage.—Kelley Klozer 
For Details Circle 129 on INQUIRY CARD 


“SANTA’S WORKSHOP” Christmas 
promotion includes a %” drill and at- 
tachments. Drill drives a complete 
power tool workshop. Features full 
2.7 amp. rating, geared down to 2250 
rpm for added power, geared key 
chuck. Specially priced at $29.95 with 
attachments.—Millers Falls 
For Details Circle 130 on INQUIRY CARD 
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facing Page 48 in this issue 


COLONIAL LOG RACK is the clean 
and easy way to carry and store logs 
for the fireplace. Legs of mellow 
hand-rubbed walnut finish, capped 
with gleaming solid brass. Matching 
black canvas log carrier drapes over 
the side rails when logs are in place. 
—Seymour Manufacturing Co. 
For Details Circle 131 on INQUIRY CARD 


AIR-POWERED revolving brush at- 
tachment will add to the rug cleaning 
power of an upright Universal cleaner 
Turbine mounted within the housing, 
is driven by normal suction of cleaner, 
and in turn drives brush which picks 
up lint and surface litter.—Landers, 
Frary & Clark 
For Details Circle 132 on INQUIRY CARD 
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“RED TAG” ALUMINUM TRELLIS 
is fabricated from lightweight, solid 
aluminum wire and can be used for 
all types of climbing plants and 
flowers. With hanging rods, it can 
be used as room divider, patio shield, 
or for outdoor panels on doorways, 
etce.—USS Cyclone Fence 
For Details Circle 133 on INQUIRY CARD 


GREEN SPOT rotating sprinkler 
waters perfect squares up to 35’ x 35’. 
The sprinkler operates on any water 
pressure from very low to high and 
gives any even rain-drop coverage. 
Rotating fins are made of anodized 
aluminum and the spray head of 
brass—Scovill Manufacturing Co. 
For Details Circle 134 on INQUIRY CARD 


WHIRLWIND ROTARY power 
mower with “wind-tunnel” vacuum- 
cleans the lawn. Compressed air 
blows clippings and leaves into the 
bagging attachment to do away with 
raking forever.—Toro Manufacturing 
Corp. 
For Details Circle 135 on INQUIRY CARD 


SINK SADDLE straddles the middle 
divider of twin sinks to prevent stains 
and scratches that mar tile surfaces. 
Eliminates constant problem of scrub- 


bing and scouring. — Blisscraft of 
Holly wood 


For Details Circle 136 on INQUIRY CARD 


KNOW AND SEE where you are go- 
ing with Compass Lite flashlight, the 
head of which contains an accurate, 
shock resistant compass that can be 
read easily day or night. Designed 
for outdoorsmen, travelers and young- 
sters it features an unbreakable head. 
—National Carbon Company 
For Details Circle 137 on INQUIRY CARD 





Three new (iss) Cyclone 
to help increase 


CYCLONE FIBERGLAS SCREENING — pre-cut to standard sizes and 
packaged in ready-to-sell rolls—helps you save time, money and effort 
on every screening sale. Just hand your customer a single roll of 
the proper width in the pre-cut standard length. The time usually 
spent in measuring, cutting, rolling and packaging screening can 
easily be used to make another sale and increase your profits. 





Smart merchandisers make your 


Attractive floor displayer invites extra sales of Cyclone Fiberglas 
Screening. The shopper's attention is sure to be caught by this color- 
ful merchandiser and he will be reminded that this is a good time to 
replace worn-out screening. He simply selects a roll of screening from 
the displayer—and you ring up another sale, all with a minimum of 
effort. The displayer holds five rolls of each width screening—26”, 28”, 
30”, 32” and 36”—all a standard 66” long to fit most doors and windows. 
When any one size is sold out, replacement can be made from the unit 
refill container. The displayer simplifies your storage problems and 
the screening is always out where the customer can see it. Pre-cut rolls 
of Cyclone Fiberglas Screening—and the merchandiser—are available 
through your regular jobber. Standard 100’ rolls are also available. 





Other (8) Cyclone Hardware Products 


Cyclone Insect Screening — Galvanized, Aluminum or Bronze 
Cyclone Hardware Cloth « Cyclone Lawn Fence 
Cyclone Flower Bed Border + Cyclone Catch-All Baskets 


Cyclone Fence Department 
American Steel & Wire 
Division of 

United States Steel 


Waukegan, Ill. + Sales Offices, Coast to Coast - United States Steel Export Company, Distributors Abroad 


HARDWARE WORLD 





Products 


your sales and profits 


CYCLONE “RED TAG” DOOR MATS are made from con- 
tinuously crimped, full mat-width strips of 3” galvan- 
ized strip steel and tough, round steel wire connectors. 
These mats have many exclusive, customer-pleasing 
features. The ends of the mats are finished with smooth, 
plastic rolls, have no dangerous or destructive sharp 
points to scratch shoes or cause injuries, and the 44” x 
1” mesh is safe for most high heels. 


selling job easier — increase 


The non-working floor becomes part of your sales area 
when you use this eye-catching merchandise piece to ad- 
vertise the new Cyclone ““Red Tag” Door Mat. As your cus- 
tomer comes into the store his attention is sure to be caught 
by this display—especially if the weather is wet or snowy— 
and he will be reminded how this mat could protect the 
floors at home. He picks up his mat in its own plastic bag 
from the convenient self-service display box. You've made 
another sale—with almost no time or effort. Cyclone “Red 
Tag” Door Mats are packed six to a carton. With an initial 
order of 2 dozen or more mats, the merchandise piece will 
be given free through January 31, 1959. 
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CYCLONE ALUMINUM ROSE TRELLIS is a brand-new 
item from Cyclone—and is sure to be popular next 
Spring for home gardeners getting their roses in shape 
for June blooming. This strong, sturdy trellis is chain 
link woven of 12-gauge aluminum wire in a 2” mesh. 
The trellis comes 24” wide by 8’ or 10’ long, and it 
makes an ideal support for all climbing flowers or 
vines. The bright aluminum finish stays clean and 
shining . . . never needs painting or maintenance. 


impulse buying 


The attractive rose-decorated container for the new Cy- 
clone Rose Trellis is its own displayer. When you plan 
your Spring displays, include this trellis where it can 
work for you . . . where it can increase impulse sales . . . 
with your selection of June climbing roses . . . with gar- 
dening tools or outdoor furniture. Another smart mer- 
chandising idea might be to erect this trellis on your wall 
and decorate it with artificial roses. The Cyclone Alumi- 
num Trellis packages are shipped six to a carton. 


American Steel & Wire 

614 Superior Avenue, N. W. 

Cleveland 13, Ohio 

Please send information about [_] Cyclone Aluminum Trellis, 
] Cyclone Door Mats, Cyclone Fiberglas Screening 

tama |_| jobber, [ | dealer 


Name_ 
Firm 


Address 








——By N. R. REGEIMBAL 





Chilton News Bureau, Washington, D. C. 


Rising Freight and Postal Rates Will Continue 
To Squeeze Profits of All Western Businessmen 


Western businessmen will face continuing increases in freight, 


mail, and other shipping costs. 


Higher railroad freight rates 
instituted a year ago were re- 
cently reaffirmed by the Inter- 
state Commerce Commission. 

The Interstate Commerce 
Commission recently approved 
a 15 percent boost in rates on 
almost all shipments by the rail- 
road-owned Railway Express 
Agency. The higher rates apply 
to almost all commodity rates, 
based on volume, most ship- 
ments of less-than-carload lots. 

Exemptions include shipments 
from stores to customers, full 
carload shipments, and fresh 
fish and seafood in the West. 
An increase in the $2.01 mini- 
mum shipment charge in the 
West was also rejected. 

Meanwhile, in spite of the 
higher postal rates imposed this 
August and due to go into effect 
in January, the Post Office De- 
partment is continuing to loose 
money at a staggering rate. The 
deficit for the current fiscal 
year, ending next June 30, is 
anticipated at $350 million. 

There is a good chance the 
government will try to seek fur- 
ther postal rate hikes next year. 
The new 4¢ first class mail rate 
may well go to 5¢. 

The Department has already 
asked the Interstate Commerce 
Commission for permission to 
raise parcel post rates by an av- 
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erage of 15 percent. This is in 
sharp contrast to the 8 percent 
boost originally expected. It 
would cost shippers some $88 
million more a year. 

Opponents of the boost claim 
that other sources of revenue 
have not been exhausted. They 
point particularly to the failure 
to increase the size and weight 
limitations on parcel post. 

ce ok * 

FARM INCOME continues to 
show surprising strength, help- 
ing sales of dealers in rural 
areas... U.S. Agriculture De- 
partment reports that farmer’s 
realize net income (what’s left 
to spend) in the first mine 
months of this year was at an 
annual rate of $13 billion, up a 
whopping 19 percent more than 
the same period last year... 
Western farmers shared in the 
gains: In Nevada, the value of 
farm and ranch land is $247 mil- 
lion, five times ahead of 1940, 
and cash income in the state is 
running 14 percent ahead of last 
year; in Idaho, cash receipts are 
13 percent higher than last year, 
and farm and ranch values are 
four times higher than in 1940. 

* * * 

HOMEBUILDING PICKUP in 
the West should continue, gain- 
ing even more strength next 
year, government housing ex- 


perts predict... . This will mean 
a continuing pickup in sales of 
builders’ hardware, appliances, 
and other merchandise. , 
Dean Shaw Livermore of the 
University of Arizona recently 
suggested that more govern- 
ment help would be necessary, 
and would not only help the 
housing industry but all busi- 
ness as well. ... Home construc- 
tion in the West was up 10 per- 
cent for the first half of this 
year, the government reports. 
ok * * 


WATER SUPPLIES should 
be “relatively good” in the West 
in 1959, the U. S. Department 
of Agriculture reports. .. . Gen- 
erally abundant carryover stor- 
age is present in almost all res- 
ervoirs, the Department says. 

* * ok 


SMALL ARMS makers in 
this country are asking the gov- 
ernment to keep its surplus 
stocks of these products off the 


They claim these sources are 
seriously hurting their sales. 


2 * * 


WESTERN NOTES—Califor- 
nia leads the population growth 
by number in the country (an 
increase of 3.2 million) and 
Alaska percentagewise (64 per- 
cent) since 1950... . California 
also leads the country in the 
most airplanes registered. .. . 
California industrialist Harold 
C. McClellan has been named 
general manager of a U. S. trade 
exhibit in Moscow next summer. 
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Plan to attend the 


CALIFORNIA GIFT SHOW 


Los Angeles/January 18-23 


See the new and novel... the unusual and exquisite 

in Gift,merchandise from all over the world. 

More than 2300 lines shown in four locations 

Merchandise Mart/Brack Shops/Biltmore Hotel /Ambassador Hotel 
Fast, free shuttle bus between locations 

Make this your best year with real gift ware excitement! 

Directed by TRADE SHOWS LTD 


3510 Council Street /Los Angeles 4, California 


For Details Circle 9 on INQUIRY CARD 
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If you sell the 
western hardware market... 


... the publication which provides geographic saturation of the West Coast 
region—the fastest growing and the highest per capita spending area in the 
nation. Every month over 14,500 copies of Hardware World reach and 
strongly influence the purchasing done by hardware retailers and whole- 
salers, wholesalers’ salesmen, department store buyers, and retail lumber, 
building supply and implement dealers. Being a regional publication— 
and having grown with the area it serves for more than half a century, the 
magazine meets the needs and preferences of these people—is much closer 
to its readers and their problems than any national magazine can be. 
Best proof of this is the fact that in the eleven Western states it has more 
than double the trade coverage of any national hardware magazine. 


fu) ® cu) 


Hardware World is published by Chilton—a company with the resources 
and experience to make each of 16 trade and industrial publications out- 
standing. In keeping with policy, the staff of Hardware World devotes 
full time to the publication, striving for editorial excellence and quality 
circulation, earning the confidence of readers and advertisers alike. 





you can sell best in 


HARDWARE WORLD 





; aught ~~ 
M PANY 
Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 
1355 farket 
Publisher of: Department Store Economist « The Iron Age « Hardware Age + The Spectator « Automotive Industries « Boot and Shoe Recorder 


Commercial Car Journal « Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Motor Age « Gas « Hardware World 
Optical Journal & Review of Optometry « Distribution Age « Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 














ew ‘Gold’ .»» BETTER PROFITS 





Easy lever pump up...light easy strokes... 
no stoop or squat...no “flip-over” tank. 


*...the lever-pump-up sprayer 
Futura that rolls ahead or follows you 
Picture the FUTURA in your store...attractive gold-tone 
enamel finish; sparkling red plastic nine-foot hose... 
gleaming handle with bright red cushion grip. Wide tread 
cushion-tired wheels...narrow enough to pass through 
any garden walk...stores in little space. New gun-grip 
Roto-Valve* spray control...but no new parts. 18” brass 
extension tube with Multi-Spray* nozzle. 3!4-gallon tank 
(10 quart useful capacity). Packed in one carton. 
Priced for volume sales $] 7*5 suggested 
with full profit for you: retail 
$18.50 west of the Rockies. 


SIGN OF THE BEST BUY 


SPRAYERS 


*Trade Mark 


@® 
e1%s H. D. HUDSON MANUFACTURING COMPANY « CHICAGO 11, ILLINOIS 


* DUSTERS 


FUTURA... ORBITOR...new beauties...new volume 
and profit builders. New design...new styling... 
new all-over durable gold-tone enameled tanks 
...new ease of spraying! Newest in the all new 
Hudson line of Sprayers and Dusters with famous 
Hudson reliability...famous Hudson better profits 
for you. And pre-sold by dominant consumer 
advertising. Backed by the Hudson Diamond-H 
“Sign Of The Best Buy” emblem for users, with 
best profits for you. 


R 93” discharge set, with 72” self- 
f —— coiled plastic hose, reaches anywhere 
ie fi. within 15 foot circle from sprayer. 


e *...the ellipse shaped sprayer 
Orbitor 


with self-coiling hose 
The ORBITOR is new, different...a real eye-catcher for 
budget-minded customers. Tank is shaped in an ellipse 
(not oval) ...stout, safe... finished all over in durable gold- 
tone enamel. Color accented throughout...brilliant red 
cushion handle... tinted self-coiling hose... new red gun- 
grip Roto-Valve spray control... but no new parts. Rotat- 
able 18” extension tube with Multi-Spray nozzle. 224 
gallon with 8 quart useful capacity. 
Priced for volume sales $95 suggested 
with full profit for you: retail 
$10.35 west of the Rockies. 


The line 
most easily 
sold 


ORDER FROM YOUR JOBBER NOW 
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Colored Telephones 
Window Display Boosts... 


All-Time Record Paint Sales In Single Week 


VEN the most commonplace 
household item can become 

the basis for a highly successful 
sales promotion, according to 
Clyde Garrett, owner of Valley 
aint & Hardware Company, in 
Prescott, Arizona. 

Witness the fact that Valley 
Paint & Hardware Company re- 
cently set an all-time record for 
paint sales in a single week, 
when Garret used a window dis- 
play built around eight colored 
telephones, offered by the Moun- 
tain States Telephone Company 
in Prescott. 

The program started when 
Garrett found that almost half 
of the people ordering new tele- 
phone installations in the Pres- 
cott area were turning to bright 
red, yellow, green, blue, white, 
and other colored telephones in 
place of the traditional black. 
Moreover, as a little investiga- 
tion revealed, the average home- 
owner was interested in far 
brighter interior decoration for 
his home than at any time in 
the past. In fact, it was obvious 
that in many instances it was 
the purchase of a colored tele- 
phone which “spark plugged” 
many homeowners going into 
brighter colors in paint, wall- 
paper, pictures, home furnish- 
ings, etc. 

An alert hardware dealer who 
has been in active operation in 
the “Mile High City” of Ari- 
zona since 1952, Garrett imme- 
diately recognized the promo- 
tional possibilities of the swing 
toward colored telephones. The 
result was that he immediately 
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Valley Paint & Hardware Co. 
Prescott, Arizona 


worked out a sales plan based 
on the appeai of colored tele- 
phones, and spark-plugged by a 
thoroughly attractive window 
display, designed to show local 
residents the possibilities that 
color has to offer in the aver- 
age home “starting with the 
telephone.” 

Used for the purpose was, 
first, a series of eight “shadow 
boxes” built like miniature 
stages in two rows of four 
shadow boxes each, each mea- 
suring two feet square by two 
feet deep. Tiny concealed flu- 
orescent lamps provided sepa- 
rate interior lighting in each of 
the shadow boxes. The “star 
feature” in each of the shadow 
boxes was a colored telephone, 
8 popular colors represented, 
while a rainbow - shaped sign, 
arching across the top of the 
enclosure in which the shadow 
box was set up, pointed out, “A 
Rainbow of Colors! Be Par- 
ticular, Paint With General,” 
pressing the popular line of 
paints stocked by Valley Paint 
& Hardware Company. 

Combined with the colored 
telephone in each of the shadow 
boxes were samples of draperies, 
wallpaper, and paint, illustra- 
tive of room color schemes co- 
ordinated with color telephones. 
For example, a swatch of drap- 
ery fabrics of an attractive red 
and yellow pattern was used in 
the shadow box devoted to a 
yellow telephone, while a con- 
trasting rich green section of 
wallpaper appeared at the rear, 
and two painted walls of soft 


brown. Similarly, harmonizing 
or contrasting colors in drapery 
fabrics, wallpaper and paint 
showed in each of the eight 
shadow boxes, all of them care- 
fully worked out by Mrs. Gar- 
rett, who spends part of each 
day in the store acting as a 
decorating consultant. 

With the remainder of the 
window framed in with brilliant 
streamers of twisted crepe 
paper, and plenty of additional 
examples of paint and _ wall- 
paper from the store’s interior 
decorating department incorpo- 
rated at the side of the big 
shadow box unit, this clever 
window display, plus its fresh, 
original approach, was enough 
to stimulate a lot of additional 
sales, according to Garrett. As 
has been expected, orders for 
new colored telephones began 
streaming into the Mountain 
States Telephone Company office 
with customers asking speci- 
fically for colors which they had 
seen in Valley Paint & Hard- 
ware Company’s window dis- 
play. The telephone company 
gladly cooperated with hard- 
wareman Garrett, furnishing 
him with the names of color 
telephone buyers, which were 
immediately put to work in 
a telephone and direct mail 
follow-up program. “We believe 
that the stunt went a long way 
toward putting our store on the 
map where interior decorating 
in terms of wallpaper and paint 
is concerned,” Garrett summed 
up. 
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Can You Afford to Buy Direct? 


By RICHARD W. MAYCOCK 


Manager, ZCMI Wholesale Hardware Distributors 
Salt Lake City, Utah 


ES, a hardware retailer can afford to buy di- 

rect, provided he receives a sufficient increase 
in gross margin to offset his increase in inventory 
investment. It is not the percentage of gross 
margin to sales that determines profitableness— 
it is the return on the amount invested. 

Two retailers can have identical sales, identical 
gross margin, identical expenses, and _ identical 
net profit. But if one retailer has double the in- 
ventory of the second, then his return on his 
inventory investment is only half that of the 
second. 

If these same two retailers were to deposit in 
a savings account amounts identical to their re- 
spective inventories, then surely the first one 
would expect twice the amount of interest as the 
second. Likewise, if this retailer invests twice 
as much in his own business (in inventory), he 
should expect twice the return. 

Gross margins and profits measured only in 
terms of sales therefore can be deceiving. The 
first retailer mentioned above would call the bank 
a “cheat” if he received the identical amount of 
interest as the second retailer, after depositing 
twice as much, yet many retailers are “cheat- 
ing,” or deceiving, themselves by measuring their 
gross margins and profits only in relation to sales. 

Most retailers who understand this will agree. 
But many retailers believe that an increased gross 
margin percentage—on an item, a line, or for the 
total store—will offset an increased inventory. 
And it will, if it’s large enough. Let’s see how 
much additional gross margin is necessary to off- 
set a given increase in inventory. Assuming a 
retailer is receiving 33-1/3 percent gross margin 
on a line which he buys from a wholesaler and for 
which his inventory investment is $111, the fol- 
lowing table shows his gross margin return as 
contrasted with a gross margin of 40 percent 
when buying direct with an inventory investmen* 
of $200: 





Here is a Way to Answer That Question 
for Yourself . . . Use Worksheets and 
Method Described and You Can Determine 
in a Matter of Minutes Whether it Will Pay 
to Buy Certain Items Direct or Wholesale 


MAYCOCK DE- 
LIVERS his talk 
at the 1958 con- 
vention of the 
National Whole- 
sale Hardware 
Association at 
Atlantic City. 





Wholesaler Direct 
$1,000 Sales $1,000 
333 Gross Margin 400 
667 Cost of Sales 600 
11 Average Inventory 200 
é Turnover 3 

Gross Margin Return 
3 on each $ invested 2 


Definitely this retailer needs more than a 40 
percent gross margin to offset the increase in 
inventory investment. He is receiving a gross 
margin return on the additional dollars of gross 
margin of only 75c for each dollar invested in- 
stead of the $3 necessary to make the transaction 
as profitable as when buying from a wholesaler, 
as seen in the following table: 


Extra Gross 


Margin 

Direct Deduct Return 
Sales $1,000 
Gross Margin 400 333 67 
Average Inventory 200 111 89 
Cost of Sales 200 
Turnover 3 
Gross Margin Return 
on Each $ Invested $ 2.00 $ 75 


This retailer is entitled to the same gross mar- 
gin return on the additional $89 invested in in- 
ventory as on the original $111. If he deposited 
this additional $89 in a savings account, he would 
surely expect the same rate of interest as on the 
original $111 he deposited—not just 14 of such 
rate. 

How much additional gross margin would be 
required, based on receiving only 3 turns when 
buying direct, in order to get the same $3 re- 


HARDWARE WORLD 





RETAILER TURNOVER WORKSHEET 
.The formula for determining yearly turnover is: 
ANNUAL SALES AT COST DIVIDED BY AVERAGE INVENTORY 
Average inventory is the total of the yearly beginning and ending inventories 


plus the 11 intervening month-end inventories divided by 13 (or such fewer 
inventories as might be used divided by that number). 





Item: Item: 
Sales Ending Ending 
Purchases at cost] Inventories Purchases Inventories 








XXXX XXXX XXXX 




































































TOTALS XXXX (d) (a) XXXX 
Total Inventories 
13 or fewer number of inventories making up (a) 
Average Inventory 
Total Sales at Cost 
Turns 





e 
(c) /(d) 
(b) /(a) 





Turnover can be figured by using either dollars or units. 





This work sheet courtesy of 
ZCMI WHOLESALE DISTRIBUTORS 
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Gross Margin Return Worksheet 


Present 
Method Method 





Pe ee Sales 


Gross Margin % 
Gross Margin $ 
Sales at Cost 


Average Inventory 





Turnover Rate 


Gross Margin Return 
on each $ invested §$ 


Sales 

Gross Margin 7% 
Gross Margin $ 
Sales at Cost 
Average Inventory 
Turnover Rate 


Gross Margin Return 
on each $ invested §$ 





Sales 

Gross Margin 7% 
Gross Margin $ 
Sales at Cost 
Average Inventory 
Turnover Rate 


Gross Margin Return 
on each $ invested $ $ $ 


This work sheet courtesy of 
ZCMI WHOLESALE DISTRIBUTORS 
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turn? The following formula will give us the 
answer: 


Cost of Sales 


Estimated Turnover 


Gross Margin 





Rate of Return 
Substituting X for gross margin and convert- 
ing it to a %, we have: 
x ——— 1.00 minus X 
Estimated Turnover 
By substituting the figures we have been using 
in our illustration, we get: 
x i 





Rate of Return 


1 minus X 


3 
x = 5 or 50% 


The following table verifies the fact that a 
50% margin with 3 turns is required to give the 
same gross margin return on investment as a 
33 1/3% gross margin with 6 turns: 


Wholesaler Direct Direct 


Sales $1,000 
Gross Margin 430 
Sales at Cost 570 
Average Inventory 143 
Turnover 4 
Gross Margin Return 

on each % Invested 3 


The last column on the foregoing table indi- 
cates that a 43 per cent gross margin is required 
if the retailer can get 4 turns when buying direct. 
The 43 per cent was determined by the same 
formula shown above, with 4 being used as the 
estimated turnover instead of 3. 

Even though a retailer were able to secure a 
gross margin of 43 per cent when buying direct, 
his expenses would be higher on an average in- 
ventory of $143 than they would be on $111. Since 
the cost to a hardware retailer of carrying an 
inventory is approximately 20 per cent (including 
taxes, insurance, interest, occupancy, and obsoles- 
cence), the excess inventory of $32 would cost 
the retailer approximately $6.40. 

A hardware retailer need no longer guess 
whether or not he can afford to buy direct. By 
determining his increased average inventory and 
dividing it into the cost of sales, he can estimate 
his turnover when buying direct. He can then 
apply the formula and determine the amount of 
gross margin required to give him the same re- 
turn on his inventory investment. 

Seldom is the additional discount when buying 
direct sufficient, plus the fact that his expenses 
are always higher. 





TURNOVER STATEMENT 





First line shows the gross margin return to Retailer if he buys item from Wholesaler and sells it at 40 per cent gross 
margin with six turns. Following lines show gross margin required if Retailer buys direct, at various turnover rates, 
to give same gross margin return on amount invested in inventory: 


Average 
Inventory Gross Gross 
(at cost) Margin % Margin 


Gross Margin 
return on each 


Source $ invested 


Wholesaler $4.00 
Direct 5 i 4.00 
Direct 4.00 
Direct : 4.00 
Direct , 4.00 


If the Retailer buys from the Wholesaler and sells at a 33-1/3% gross margin, the following comparisons result: 
$1,000 $667 6 $111 33.3% $333 
Direct 1,000 125 37.5 


Direct 1,000 143 42.9 
Direct 1,000 167 50 


Wholesaler 


Direct 1,000 ~ 200 ay ae. 


On the other hand, if a Retailer buys direct and sells at a 40 per cent gross margin with three turns (first line), the 
following comparisons show the reduced gross margins at which he could sell, if he bought from a Wholesaler, at 
various turnover rates, and still get the same gross margin return per dollar invested in inventory: 


Direct $ 
Wholesaler 
Wholesaler 
Wholesaler 
Wholesaler 
Wholesaler 
Wholesaler 


meennnks 
Sssssss 





COMING... 


... the January Convention & Show Issue. Read about the various shows in 
your trading area. Find out how other dealers make shows pay off at the 
cash register. 
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New window display design 


and soft sell technique .. . 


Triples Sales of Power Tools 


ELL a power tool and you au- 

tomatically create a customer 
for a great many other hard- 
ware items in your store. For 
with the power tool goes a need 
for supplementary tools and 
equipment, nails, fittings, pliers. 
The list is endless. 

This conclusion arrived at by 
Ray Howe, manager of DeJong 
& Sons Hardware Co., Bell- 
flower, Calif., motivated a pro- 
motion campaign that in one 
year tripled the DeJong power 
tool sales. 

“In 1956,” says Howe, “De- 
Jong’s, like so many dealers to- 
day, stocked power tools in a 
negative way. Dealers know that 
a certain number of people will 
ask for power tools, so to have a 
complete store they keep a few 
on hand. But now DeJong’s 
stocks them with a positive at- 
titude and promotes them ag- 
gressively—but with a soft sell 
technique.” 

DeJong & Sons began by en- 
larging its stock and designing 
a new window display. The dis- 
play proved so successful that it 
is still used today. Shelves are 
built up from the window base 
to eye level, one directly above 
the other. The eye of the side- 
walk traffic is dazzled by a glit- 
tering wall of portable power 
tools laid row on row a few 
inches from the glass. The shelv- 
ing is painted black to hide the 
electric cords and makes the 
bright tools even brighter. 

Being open at the rear, it also 
serves as the in-store display, 
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DeJong & Sons Hardware Co. 
Bellfiower, Calif. 


thus saving considerable store 
space. The tools can be taken 
from the window and handled 
by the customer or demon- 
strated by the salesman. As the 
DeJong power tool promotion 
grew the display became the 
fourth wall of the demonstra- 
tion area. Yet the display is not 
so large that sidewalk traffic 
cannot look into the store and 
see demonstrations being given. 

“Demonstrations are abso- 
lutely essential for the success- 
ful promotion of power tools,” 
says Mr. Howe. 

A 25 x 25 foot space of De- 
Jong’s 50 x 150 foot store is de- 
voted to a power tool demonstra- 
tion area. The area is defined by 
exhibits of accessories and sup- 
plies along with floor model 
units. The “hum” of tools in 


operation attract people to the 
area. 

“Although we are known as 
the power tool center of Bell- 
flower, we give no discounts to 
professional or industrial users,” 
says Howe. “Sixty percent of 
our power tool sales go to the 
do-it-yourself fan.” 

On entering the area, the do- 
it-yourself fan is surrounded 
and feels a little like a kid in 
a candy store. But through se- 
lective salesmanship, DeJongs 
salesman steady the customer’s 
attention on specific items. 

Basic sales approach is find- 
ing out what the customer’s 
needs are. What kind of work is 
he interested in doing? Then he 
is shown a tool for the purpose. 

Youngsters, accompanied by 
their parents, have proven to be 





CREATING FATHER-SON INTEREST through home w 


orkshops is one of 


the objectives of DeJong & Son. Salesman (above) demonstrates in front of 
window display which doubles as space saving in-store display. 
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FATHER’S DAY PROMOTION moved out onto the sidewalk in front of the 
store. Salesman demonstrates a power tool for Father’s day shopper. 


good prospects for power tools 
at DeJong’s. 

“The home work shop is a 
fine means of combating juve- 
nile delinquency,” says Howe. 
“It is explained to the parents 
how a boy needs a hobby and 
how the power tool creates 
father-son interest.” 

When a purchase is made, no 
matter how small, cash or carry, 
the customer’s name and ad- 
dress is taken for mailing pur- 
poses. DeJong’s sends five mail- 
ings a year to from seven to 
eight thousand persons. 

Considerable success is re- 
ported at DeJong’s in selling 
tools to women for Christmas 
and Father’s day gifts. During 
their recent Father’s day pro- 
motion a sidewalk display was 
used. On the display and in the 
window were signs reading: 
“FATHER’S DAY GIFTS” and 
“A GIFT FIT FOR A KING.” 

Keeping an inexpensive drill 
on display at the cash register 
at Christmas proved such a 
lucrative impulse item that it 
has become permanent. Around 
three a month are being sold by 
the cashier. The buyers are 
placed on the mailing list and 
often return later for more 
elaborate tools. 

Howe looks on the small 
power tool as only a starter 
unit. “The first time user of 
small power tools will advance 
into more elaborate and expen- 
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sive stationary or large portable 
units with proper development,”’ 
says Howe. “But to develop a 
customer you must stay in con- 
tact with him.” 

DeJong’s extensive mailing is 
one method. But their special 
pet is a “Sawdust Party” held 
three to five times a year in the 
local Kiwanis Hall. Lessons in 
wood working are given and the 
use of various type power tools 
demonstrated. Refreshments 
are served to create a _ social 
atmosphere. 

Prior to “Sawdust Party” 
night mail goes to customers 
describing the event, and local 


advertising invites the general 
public. 

“Door prizes mentioned in the 
mail and advertising helps get 
them in,” explains Howe. “The 
majority of comers are already 
power tool users and these are 
your best prospects.” 

During refreshment break the 
door prize drawing is held. And 
at this time guests are allowed 
to handle and use the tools. 

Howe says: “Although sales 
are often closed during the 
‘Sawdust Party’, an attempt is 
made to decommercialize it. No 
pitches are given. Soft sell is 
the thing here, and though re- 
sults are not immediate, it 
shows up on the books. You 
can’t beat it for creating friends 
and spreading good public rela- 
tions.” 

Through movies and demon- 
strations, the customer is made 
aware of needs he did not know 
he had. He sees the power tool 
put to uses he did not know 
existed. 

“He leaves the party,” says 
Howe, “thinking to himself: ‘I 
need that tool or accessory. I 
didn’t know I could do that with 
these tools.’ por 

“The same applies te our daily 
demonstrations in the store. If 
the customer doesn’t buy im- 
mediately, but leaves the store 
with these thoughts in mind, 
the possibility is very good that 
he will be back.” 


DEMONSTRATION TECHNIQUE is explained to DeJong salesman by mana- 
ger Ray Howe (left). Salesman and customers have easy access to tools in 


window display. 


Emphasis is placed on getting tool in customer’s hands. 
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Incentive Payment Plan 


. - - Gears Income of Each 
Department Manager Di- 
rectly to the Overall Profit 
Produced by the Store 


Wéhy =: 
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FEE as lig A EID 
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THE STAFF OF MEYER HARDWARE COMPANY works as a team under 


the incentive payment plan which gears the income of each department man- 
ager directly to the overall profit produced by the store. At the end of the 
month all sales for the month are recapitulated and compared with the total 
the same month of the preceding year, and then the profit percentage shown 
by all the departments is extracted. The amount paid to each manager is 
based on the entire income of the store rather than each department. The 
13-year-old store recently underwent a $10,000 remodeling program and is one 
of the largest in Colorado outside of Denver. 


Meyer Hardware Company 
Golden, Colorado 


OE MEYER, owner of Meyer 

Hardware Company, in 
Golden, Colorado, believes in 
the military adage that “no one 
man can supervise more than 
seven others.” 

Consequently, he has dele- 
gated responsibility for six ma- 
jor departments which make up 
his big hardware store to six 
separate people—and put each 
on an incentive plan which “au- 
tomatically does the supervision 
for me,” as Meyer put it. 

The 13-year-old Meyer Hard- 
ware store, which was recently 
put through a $10,000 remodel- 
ing program, is one of the 
largest in Colorado outside of 
Denver, carrying a $65,000 in- 
ventory, and employing more 
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than 15 people. Meyer started 
out in a combination hardware 
and appliance store in 1945, im- 
mediately after the close of 
World War II, with a skimpy 
inventory of less than $10,000, 
and in the years succeeding, he 
has built up one of Colorado’s 
most progressive stores. A 
strong believer in “diversifica- 
tion,” Meyer carries complete 
major appliance lines along with 
all standard hardware lines, one 
of the largest gift departments 
in the Colorado retail hardware 
industry, and being “service 
minded” as well, he has de- 
liberately stocked many slow- 
moving, hard - to - find items 
which his customers thoroughly 


appreciate. For example, Meyer 
Hardware Company has a com- 
plete line of harness and acces- 
sories, carries all replacement 
parts for coal burning and kero- 
sene burning stoves and space 
heaters, many farm hardware 
items, all with extremely slow 
turnover, but, “there because of 
customer that will want them at 
some time or another.” 
Expanding to three times 
the original size of of the store 
in the last 10 years, Meyer has 
patiently trained all of his de- 
partment managers from young- 
sters originally hired as sales 
clerks. As part of his manage- 
ment theory he has always 
planned “at least two people 
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for every job” and makes this 
theme work by training each 
new person to eventually take 
ever one department, but at 
the same time cross - trained 
each employee for duty in an- 
other. Consequently, after a few 
years had gone by, Meyer could 
take a salesperson out of the 
housewares department, for ex- 
ample, when a paint department 
clerk is ill, and feels fully con- 
fident that he would get just as 
efficient a selling and customer- 
service performance from the 
“substitute” as from the sales- 
person permanently assigned to 
that department. “This is true 
of every job in the store,” in- 
cluding even my own, Meyer 
said. “And has worked out so 
well that there have never been 
any instances in which sales in 
any given department dropped 
off sharply simply because the 
regular personnel were not on 
their regular post. 

Long adherence to this type of 
program has produced six con- 
fident department managers in 
Roy Meyer, who handles all steel 
goods and as well as the re- 
ceiving department; Barney 
Graham, who heads up the ap- 
pliance department; Harold 
Shaeffer, paint department man- 
ager; Ed Hartl, whose respon- 
sibility is Meyer’s big sporting 
goods department and building 
hardware section, Mrs. Rita 
Derwent, in charge of house- 
wares and gifts, and Ray AI- 
stadt, manager of the repair 
department. 

Each person on this list is 
more than simply an “employee” 
under Meyer’s management 
theory. In fact, none of them 
operates on any salary arrange- 
ment whatsoever, each, prefer- 
ring instead Meyer’s rock-solid 
incentive payment plan which 
gears the income of each depart- 
ment manager directly to the 
overall profit produced by the 
store. 

As the plan operates, three 
veteran managers who have 
been with Meyer through most 
of his history share in a profit- 
sharing system, while the re- 
maining three are paid on a 
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bonus system, consistent with 
the number of years with which 
they have been on the Meyer 
Hardware payroll. “Payday at 
the end of the month,” Meyer 
explained. “At that time, we 
recapitulate all sales for the 
month, compare the total with 
the same month of the preceding 
year, and then extract the profit 
percentage which has_ been 
shown by all departments to- 
gether. The amount which is 
paid to each manager is based 
on the entire income of the store, 
rather than merely his own de- 
partment, and is simply a per- 
centage of the total, whether ex- 
pressed as profit-sharing for top 
management people, or bonuses 
for the others. By time the 
amount paid to each employee 
specifically through each month, 
we have found there is far more 
incentive than if a bonus, or a 
larger share in profits were 
earned on the basis of the man- 
ager’s own department perform- 
ance. In other words, if the de- 
partment manager does concern 
only as the showing which his 
own department made, it is a 
certainty that he would, through 
sheer human nature, be inclined 
to devote all of his energy to cus- 
tomers shopping in his merchan- 
dise bracket, rather than those 
shopping in other parts of the 
store. By tying the time pay 
specifically to the profits earned 
by the entire store, there is no 
such problem to contend with. 
Instead, we can be sure that 
every manager will work just as 
assiduously to promote sales in 
the adjoining departments as in 
his own, will step over to lend 
a hand whenever personnel in 
other departments are tied up, 
and thus boost the store as a 
whole.” Another all - important 
advantage which has been de- 
veloped through this type of in- 
centive program is the ‘‘immedi- 
ate and drastic results’ which 
every monthly new recapitula- 
tion brings about. The incentive 
is applied in two ways, Meyer 
pointed out. If the store has a 
record month, with big, healthy 
individual incomes for depart- 
ment managers, they are bound 


to be so pleased by the situation 
that they will maintain a high 
pitch of selling and operating 
efficiency. On the other hand, 
if such elements as bad weather, 
unexpectedly tough price com- 
petition, etc., enter into the pic- 
ture, and incomes are cut dras- 
tically for the month, this is a 
“lead shock” which will also 
stimulate the salesperson to the 
type of effort which will rectify 
the situation. “Good or bad, each 
month figures have a definite im- 
pact on all managers, and will 
keep them hustling for store- 
wide profit, where we could 
scarcely expect to achieve as 
much in any other way,” Meyer 
emphasized. 

For an idea of the efficiency 
which has been produced by this 
plan, all Meyer hardware man- 
agers (and employees too, for 
that matter) enjoyed incomes 
well above the national average 
during 1957 and 1956, in some 
cases amounting to almost twice 
that of salaried managers in 
similar positions. During this 
period of time, there were scores 
of instances in which the entire 
staff turned out for special sales 
in one or two departments, 
“merely to help out.’’ Moreover, 
there is a strong, continuous sell- 
ing effort outside the store, as 
well as inside, with every Meyer 
employee constantly looking for 
sales opportunities, following up 
on them personally, acting as 
good will ambassadors for the 
store, until a healthy percentage 
of each year’s total sales is rep- 
resented by sales which began 
with outside-the-store contact. 

All six departmental man- 
agers meet with Meyer on the 
last day of each month for a 
pleasant luncheon which is fol- 
lowed by breaking down of the 
month sales and profit figures 
from current and _last-year 
ledgers. With all of the facts 
concerned brought out for study 
by each member of the group, 
and invitations to any member 
to “speak his piece” for store 
management improvement helps 
the monthly meetings are a vital 
part for improvement from year 
to year. 
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TABLE MODEL RADIOS on special fixture (left photo) 
are shown by Roger Lenzi (on right) to prospective 


dollar volume. 


buyer. Hardware department (right photo), partly shown, 


Hardware and Appliances... 


has served to boost sales of appliances and added good 


A Selling Wallop For Bigger Profits 


Lenzi's T. V., Appliance and Hardware 
Roseville, Calif. 


HARDWARE dealer could be 

defined as a general hard- 
ware merchandise retailer who 
often sells, but seldom special- 
izes in appliances. A specialty 
appliance dealer who has re- 
versed the process, has discov- 
ered that general hardware and 
appliances are as compatible as 
ham and eggs, and that the spe- 
cialist approach sells both cate- 
gories of merchandise. 

The specialist is Roger Lenzi, 
who started his Lenzi’s T. V., 
Appliance, and Hardware about 
six years ago in Roseville, Calif., 
a city of about 11,000. A man 
with a background in appliance 
retailing, Lenzi started retailing 
television sets and appliances. 
He built up an exceptionally 
good volume of sales in those 
categories but after four years 
he was not satisfied that he was 
realizing his store’s full poten- 
tial. He concluded that the best 
way to realize that potential was 
to extend his operation into gen- 
eral hardware retailing as well. 

Accordingly, he remodeled his 
store and in May of 1957 in- 
stalled a well rounded stock of 
general hardware. The results 
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have been not only to increase 
his sales volume of appliances 
by about 30 percent, but to add 
an entire new store department 
that now accounts for at least 25 
percent of his total retail sales. 

For a city of 11,000, Lenzi’s is 
a big operation. The store has 
11 employees and does the most 
complete job of television and 
appliance service in town. 

Because he learned the appli- 
ance business as a_ specialty 
dealer, Lenzi has a different 
viewpoint and uses more aggres- 
sive methods of merchandising 
appliances and television than 
does the average hardware-and- 
appliance dealer. His methods, 
moreover, work even better for 
him as a combination hardware 
and appliance dealer than they 
did when he specialized in ap- 
pliances and television alone. 

In merchandising television 
sets in particular but appliances 
as well, Lenzi places primary 
importance on service. And by 
service he means not only good 
quality repair work, but speed. 

“In a small city like Roseville, 
a smal] dealer must please his 


customers in order to succeed,” 
he says. “In a large city a man 
may know relatively few people 
in his area. A long-time resident 
of Roseville, on the other hand, 
may very likely have as many as 
one hundred friends and ac- 
quaintances. If we please him 
with our merchandise and ser- 
vice he will very likely tell not 
just two or three people but 25. 
Of those 25, as many as 10 may 
come into the store as good live 
prospects for a set. 

“One of the best ways I know 
to be talked about favorably is 
to give ultra-prompt service. We 
employ five full-time television 
service men and we schedule the 
work in such a way that one of 
those men will be at the custom- 
er’s home within a very short 
time after the call has been re- 
ceived.” 

The owner says that his firm 
receives between 40 and 50 ser- 
vice calls a day, and he estimates 
that they do as much as 65 per- 
cent of the television service 
work in Roseville. 

Television service calls have 
first priority at Lenzi’s. In near- 
ly every case, the store has a 
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service man in the home within 
the hour, and they will go out 
the same day on calls received 
up to 4 p.m. Even with appli- 
ances, they will send their ser- 
vice man out the same day a call 
is received on all calls made be- 
fore noon. 

Speed requires parts as well 
as personnel, Lenzi says. Al- 
though they are located close to 
their jobbers in Sacramento, it 
is still essential to maintain a 
very good stock of parts in order 
to give the one-hour service that 
the owner considers desirable. 
In tubes alone, the store carries 
a stock of about $4500. They 
keep a good stock of the other 
most commonly needed parts as 
well. 

No less important than ser- 
vice, of course, is the inventory 
the store carries. In this respect, 
Lenzi differs from many appli- 
ance dealers in carrying many 
major lines of each appliance 
and of television sets. 

“The days have gone, I be- 
lieve, when customers will come 
in with the purpose in mind of 
buying one specific make of ap- 
pliance,” he says. “They want a 
brand name, certainly, and mer- 
chandise made by a manufac- 
turer that they know will stay 
in business. But they want to be 
shown, and they want to com- 
pare. If they don’t get their 
choice in our store, they will 
shop in several stores and buy 
the one they like best.” 

“We have tried to set up our 
store so that they can do all their 
shopping here, not down the 


HARDWARE AND APPLIANCES compliment each other 
Above left is the 


in stimulating business at Lenzi’s. 


street. Accordingly, we have 
four major lines of television 
sets, four major lines of washers 
and dryers, and three to four 
lines in most other appliances.” 

Merchandise at Lenzi’s is dis- 
played in a store that is 50 x 100 
t., part of it in a small service 
shop. In addition, there is an 
upstairs room where high fidel- 
ity merchandise is displayed. 
Two salesmen, plus Lenzi and 
his wife represent the store’s 
sales department. 

In putting in a hardware 
department, Lenzi took what 
turned out to be a very impor- 
tant and beneficial step. He re- 
modeled his store to devote an 
area 65 x 25 ft. exclusively to 
hardware display. On the new 
and modern fixtures he installed, 
he placed a stock of about $25,- 
000 worth of hard goods. By 
placing on selfservice fixtures, 
and buying in variety but not 
in depth, he was able to place a 
good stock of hardware on the 
floor with that investment. Lack- 
ing personal hardware retailing 
experience, he hired a hardware 
manager with 12 years’ previous 
experience. 

“It’s difficult for many appli- 
ance dealers to get interested in 
hardware because of the much 
smaller average sales that hard- 
ware brings,” he explains. “In 
an appliance store, one sale only 
may give you a $600 total for the 
day, while in hardware it takes 
a lot of sales to just add up to 
two or three hundred dollars. 

“The catch is that most people 
won’t come into an appliance 
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hardware department as seen looking across from the 
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store unless they specifically 
want to buy an appliance. But 
they will come into a hardware 
store for one among several 
thousand low-priced items. 

“We have developed new cus- 
tomers for appliances just from 
people who came in originally to 
buy hardware, who then became 
regular hardware customers of 
ours. When the time came for 
them to buy an appliance they 
just naturally came to us for 
that purchase also. And the ad- 
ditional volume we have devel- 
oped in hardware sales has been 
substantial enough to make that 
entirely worthwhile even if there 
had been no increase whatever 
in television and appliances.” 

At Lenzi’s, the merchandise 
has been laid out so that custom- 
ers may wait on themselves for 
virtually everything. Lenzi finds 
that well over half of his hard- 
ware sales are made to custom- 
ers who picked up the item from 
the shelf and brought it over to 
the wrapping counter. Custom- 
ers in his area appear to have 
been trained in self-service shop- 
ping by supermarkets and other 
retailers. 

His hardware customers are 
also very price-conscious and the 
owner takes pains to see that all 
items are clearly price-marked. 
He also keeps his prices very 
competitive, on almost every- 
thing taking a flat 30 percent 
gross profit margin. The only 
exceptions are items that he 
marks down specially and adver- 
tises to bring people into the 
store. 
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appliance side. On right is front of hardware department 
which occupies left side of the store. 











“Buy At Home Campaign"... 


Helps Keep Local Business From Straying 


COMMON problem of hard- 
ware dealers who are lo- 
cated in small communities close 
to large cities—the fact that 
townspeople all too often will 
“go to the city to shop”—has 
been effectually solved with a 
“buy at home” campaign in 
Cheyenne, Wyoming. 
Participants in the program 
include Evers Hardware Com- 
pany, Rancher’s Hardware Com- 
pany, and Sorenson Hardware. 
All three stores, for more than 
a year, have been actively push- 
ing the theme that all three are 
as well stocked as any hardware 
store in big Denver, 100 miles 
away, and that “money spent in 
Cheyenne stays in Cheyenne.” 
This unusual program got 
underway in mid-1957, when the 
owners of the three stores held a 
conference. Sparking the con- 
ference was a survey conducted 
by the Cheyenne Chamber of 
Commerce, which indicated, un- 
questionably, that at least one- 
third and probably one-half of 
the hardware and associated 
items being bought by local resi- 
dents were being purchased in 
Denver. Further investigation 
revealed, as expected, that many 
Cheyenne families traditionally 
made an extended shopping trip 
to Denver, every few weeks, car- 
rying long shopping lists, and 
supplying their needs “all at 
once.” Taking 16 typical resi- 
dents and querying them on the 
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subject revealed that there was 
a popular belief that the stores 
in Denver, with its 500,000 pop- 
ulation, carried a much better 
inventory, offered lower prices, 
and similar advantages. To 
scotch this entirely erroneous 
impression, Sorenson Hardware, 
Evers Hardware Company and 
Rancher’s Hardware Company 
have sponsored a_ continuous 
“Buy At Home” campaign. Chief 
tools which have been used in- 
clude newspaper ads, headed 
with the “Buy At Home” slogan, 
and explaining the reasons why. 
Stressed is the fact that each of 
the hardware stores “inventory” 
is as complete as can be found 
anywhere in the Denver area, is 
tailored to the needs of the com- 
munity and that prices, without 
exception, are closely aligned 
with those in Denver. To prove 
the point, many ads include com- 
parative advertised prices for 
standard hardware items, culled 
from Denver newspapers, and 
compared with the “Cheyenne 
price.” In every instance, the 
price is either the same, or in 
some instances, slightly lower. 
Chosen at random and covering 
everything from dinnerware to 
farm hardware, these “price 
comparisons” have been ex- 
tremely effective in bringing 
customers in for a first-time 
visit. 

Within the stores themselves, 
a simple but authoritative step 


has been to display tear sheets 
from Denver newspapers, again 
showing prices which are 
matched or bettered in the store. 
Direct mail, personal conversa- 
tion, window displays, etc., have 
also been used. 

The program attracted so 
much attention, that within a 
few weeks from its founding, 
other merchants jumped into the 
program; including appliance 
dealers, home furnishings deal- 
ers, auto supply firms, ete. With 
15 firms lending active support 
to the “Buy At Home” program, 
results have been so good that 
Cheyenne is listed as one of the 
nation’s “Top Ten” on the basis 
of retail sales increases for the 
fall months of 1957. 

The dealers cooperatively are 
sponsoring a series of window 
displays under the title, ““Won- 
derful Way.” Displays are shown 
in the windows of Cheyenne 
Light, Fuel, & Power Company, 
again built around the theme 
that Cheyenne dealers carry a 
merchandise choice equal to that 
in any competing city, and that 
prices are invariably as good or 
better, from a savings stand- 
point. Encouraging Cheyenne 
residents to eliminate the 100- 
mile drive to Denver, and to 
recognize the hometown mer- 
chants as an equally efficient or- 
ganization has brought booming 
sales to all three hardware 
stores. 
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Salt Lake Hardware... 


NEW BRANCH 
WAREHOUSE 


HE latest word in modern and 

efficient plants for the whole- 
sale hardware business, claimed 
to be the finest of its kind in the 
country and representing an in- 
vestment of a million and a 
quarter dollars, opened its doors 
for business Sept. 26, in Grand 
Junction, Colorado. 

The three-story general ware- 
house and office building along 
with an attached steel ware- 
house is the new home of The 
Salt Lake Hardware Company 
situated close to the base of the 
Grand Mesa. 

All operations for the com- 
pany’s Colorado division are 
housed under this one big roof 
400 feet long. The main ware- 
house is 154 feet wide and 250 
feet long not counting the truck 
shipping dock out front which 
runs the full length of the build- 
ing and is 16 feet wide. 

Beyond is the steel warehouse 
which is 153 feet wide by 212 
feet in depth. The new building 
with steel warehouse provides a 
total of more than 152,000 
square feet of warehouse and 
office area. 

Outstanding features include 
the most modern equipment for 
handling merchandise easily and 
rapidly, conveyor system, spiral 
chute down which hardware 
items almost tumble but without 
damage, modern lift truck equip- 
ment, dock facilities and care- 
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AERIAL PHOTO of Salt Lake Hardware Company’s new three-story office 
and warehouse is the largest building in Grand Junction, Colo., and features 
the latest word in modern and efficient plants for the wholesale hardware 


business. 


fully laid out stock rooms with 
approximately 30-foot candles of 
illumination, slim line illumina- 
tion with touch-plate low volt- 
age relay switch control. 

The conveyor has been engi- 
neered so that the heaviest, 
bulkiest items will not catch up 
or crush light, fragile items 
which might be ahead of it. The 
reason for a combination of 
gravity and power conveyor is 
to keep physically the heavy and 
light items apart and control 
their movement safely to the 
packing room. 

The will call department was 
designed to make it easy for cus- 
tomers to buy merchandise and 
was designed with the customer 
in mind. Additional features in- 
clude ample parking, dock load- 
ing, counter service, telephone 
and radio communication with 
stock rooms, making it possible 
to have merchandise sent down 
the spiral chute during the time 
the order would ordinarily be 
written. 

In the steel warehouse, the 
five-ton, overhead cranes span 
almost the entire width of the 
building, making it possible to 
unload cars of steel inside the 
building in a matter of hours as 
well as to facilitate loading of 
steel shipments to customers. 

The plant houses a widely di- 
versified line of inventory of 
more than 35,000 items. The 


total stock of an item is kept in 
one location. These items range 
from those used as maintenance, 
repair and operating supplies 
for mines, mills, manufacturing 
plants and industry as a whole 
to the most colorful and com- 
plete lines of consumer goods 
sold through retailers. 

Included in this inventory are 
steel and iron products, indus- 
trial and mill supplies, plumbing 
fixtures and supplies, hand and 
power tools, machine tools, elec- 
trical wiring supplies, heating 
and air conditioning, home ap- 
pliances, radio and_ television, 
housewares, glassware, floor 
covering, builders’ hardware, 
paints, oil and grease, automo- 
tive equipment and_ supplies, 
bicycles and wheel goods, sport- 
ing goods and fishing tackle. 

Heading this vast operation is 
Melton R. Hogge, division man- 
ager. The company also operates 
a modern plant at Salt Lake City 
as well as at Boise, Idaho, of 
which Charles L. Wheeler is 
president and Howard W. Price 
is vice president and general 
manager. 

This huge investment may be 
interpreted as an indication of 
the growing importance of the 
trading area and The Salt Lake 
Hardware Company’s faith in 
the future growth of Western 
Colorado and the Intermountain 
Empire. 
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“YE OLDE WOOD SHOP" SALES BUILDER 


HE “Ye Olde Wood Shop” 
builds winter sales volume and 
customer goodwill for the Pehr- 


E 0 & son Hardware and Appliance 
1 store in Salt Lake City, Utah. 


Each Fall, a space is cleared 
F | REPLA away at the side of the retail 
) Ping Ps CE LO oot sre! located on a main thor- 
oughfare in a suburban area of 
'nion «Split them + Save Salt Lake City, and the “Wood 
Shop” is put in business. 

A banner flutters over the 
area, fenced in with chain-link 
fencing, proclaiming that all 
types of fireplace logs — pine, 
pinion—are on sale. 

The logs, cut on the nearby 
mountains during the summer 
months, are retailed for one and 
one-half cents per pound. It’s all 
self-service, the customers weigh 
and select the logs themselves. 

In addition to being a good 
profit maker, the “Wood Shop” 
has proven to be a top-flight 


WINTER SALES VOLUME BUILDER, “Ye Olde Wood Sh traffi sere Taree er wk SCOES, BAT 

) “Ye e Shop” is a traffic . . cawha o 1 
stopper for Pehrson Hardware and Appliance in Salt Lake City, Utah. The ane ne sell related ee, See a 
“Wood Shop” helps to sell related items such as fireplace equipment, axes, _Hrepiace equipment, axes, Saws 
saws and other items. and other items. 








Community Projects DIFFICULTIES IN HANDLING WIRE ELIMINATED 
Display Good Business 


POCATELLO, IDA. — Public 
relations at its best! 

That’s what a spokesman for 
the Pocatello Hardware store 
here said about a recent display 
of handcraft made by junior 
high students which was put in 
the front window of the store. 

The firm made window facili- 
ties available for the work of the 
manual arts students, and dur- 
ing the week the handcraft was 
on public view, the display at- 
tracted several hundred people 
to the window. 

It is the policy of the firm to 
allow civic groups and school 
classes to have window display 
facilities for special community 4 
projects. , - ;, ——— 
A FIXTURE DESIGNED to take the frustration _ of mee wit clon 
ANOTHER GOLD RUSH? — Calif. Vexed by the dificaltics of measuring and cutting lengths of wire from 
This is what some persons think will rolls, Haughton devised a fixture consisting of a small wooden platform 
happen after statehood in Alaska... mounted on casters and equipped with three long bolts mounted upright to 
a gold rush brought about by com- hold the roll of wire on the fixture. He made three of these fixtures to accom- 
merce and new settlers. Read what modate each of the three main sizes of wire his store carries. Now, all he 


the oldtimers think in the February and his employees have to do is to roll out the appropriate fixture, cut off the 
issue of Hardware World. wire and roll the fixture back into place. 
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WITH THE COMPLETE 


CRESCENT LINE 





Famous brand name 

Quality merchandise 

Popularly priced 

Nationally advertised — 
Broad, diversified line a 


Free store displays and Tign of the drtisan 
merchandising assistance Symbol of Ercellence 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
For Details Circle 6 on INQUIRY CARD 
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JANUARY MERCHANDISING 





FIRST WEEK 


SECOND WEEK 


THIRD WEEK 


FOURTH WEEK 








WINDOW A 





WINDOW B 


January 3-9 


DOLL-UP THE KITCH- 
EN (Cont 


WINTER PLAYTIME 








IN-STORE 


ADVERTIS- 
ING 





FOR AD- 
DITIONAL 
PROMOTIONS 








WINTER PLAYTIME 
Feature ski equip- 
ment, _ sled: kates, 
ping-pong sets, indoor 


gyms, games, etc.) 


DOLL-UP THE KITCH- 
EN (Cont.) 


OUTDOORSMEN’S 
TOOLS (Feature 
woodsmen’'s items — 

and tackle, 


ws, etc.) 


January 10-16 


January 17-23 





A FULL TOOL CHEST 


WINTER PLAYTIME 


A FULL TOOL CHEST 
(Feature the 

of tools for the 
Home Owner) 


-omplete 


WINTER PLAYTIME 


(Cont.) 


WINTERTIME NEEDS 
(Feature heaters, flash- 
lights, lanterns, porta 
ble lar ps, lamps, shoe 
scrapers, 


weather 


porch mats 
f 5] 


tripping, et 


A FULL TOOL CHEST 





WINTER SPARE TIME 
PROJECT .. . PAINT- 
ING 





WINTER SPARE TIME 
PROJECT . . . PAINT- 
ING (Feature inside 


! e 
paint and supplies) 


A FULL TOOL CHEST 


(Cont.) 


WINTERTIME NEEDS 


WINTERTIME KILLERS 
(Feature games and 
ories for enter 

ont and h t bies ) 











January 24-30 


’ WINTER SPARE TIME 


PROJECT... RE- 
PLACE HARDWARE 


WINTER SPARE TIME 
PROJECT . . . PAINT- 
ING 


WINTER SPARE TIME 
PROTECT ....«.RE- 
PLACE THE HARD- 
WARE (Feature cabi- 
net builders’ hardware 
and bathroom accessor- 
ies) 


WINTER SPARE TIME 
PROJECT . . . PAINT- 
ING (Cont.) 


WINTERTIME NEEDS 
mnt.) 


WINTERTIME KILLERS 
Cont.) 


THE LAUNDRY OF 
EASE (Feature auto 
matic washers, dryers 
and ironers and al 
types of laundry equi 
ment and supplies) 
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JANUARY PROMOTIONS 





A Full Tool 
Chest For The 


Homeowner 


Schedule: Jan. 10-23 


OBJECTIVE—The average homeowner does 
not have anywhere near a full tool chest. In fact, 
many of the younger homeowners are not even 
sure of the need for a workshop. By putting on 
such a promotion as this, you can show the home- 
owners what tools are needed for the average 
homeowner’s workshop. 


WINDOW—Put an empty tool chest in the win- 
dow with your sign placed right at the opening as 
shown in illustration. The sign should read “A 
full tool chest for the homeowner.” Then place a 
large board in back of the tool chest on which you 
can display all the tools from your largest tool 
box assortment. This board can be a piece of ply- 
wood with the tools mounted on with nails or it 
can be pegboard. If every tool shown in the win- 
dow is from the tool chest, advertise the total 
price of the chest. Also attach prices for each of 
the tools. If you want to make a more elaborate 
promotion and have several windows to use, show 
different size sets in each window with a com- 
plete set of tools shown on the board. 


IN-STORE PROMOTION—Show your tool chest 
on gondolas with a card placed at the top of the 
gondola with the same copy as the card in the 
window. If you promote credit, particularly the 
revolving type of account, promote them heavily 
as a charge account, pointing out how low the 
cost is each month. The average homeowner is 
glad to find out from an authoritative source just 
what kind of tools he should have around the 
house and you will find that such a promotion as 
this will be very productive of sales if you put 
all your effort behind it. Also put a sign over 
your wall section display of individual tools read- 
ing something to this effect: “Make up your own 
tool chest assortment and charge the total on our 
special long-term plan.’”’ Be sure that each item 
is priced. If you run an ad showing the list of 
tools that go to make up a deluxe tool chest, have 
reprints of this made to hang at the wall section 
near the tools. Also use these reprints to hand 
out to men who are browsing. You might also 
hand them out at the checkout counter to every- 
one. When handing them out to women, mention 
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that this would make an excellent gift for the hus- 
band at Christmas time and can be bought either 
on a lay-a-way or a term credit plan. 


DIRECT MAIL AD—Send out reprints of news- 
paper ad with a list of tools in your deluxe tool 
chest. You can accompany this with a short let- 
ter and also some folders advertising specific tools, 
particularly the portable electric tools. 


RADIO AD—Plan some of your commercials 
during the morning and afternoon to reach the 
housewife and plug the idea of buying the tool 
chest for Father for his birthday or any other 
event. Plan most of the commercials either in 
the morning or in the evening pointed towards 
father. Mention that your store will have a com- 
plete list of tools that he will need for his work- 
shop. Stress your credit plan, pointing out that 
it will only take a few dollars a month to own one 
of the finest tool selections he can buy. 


NEWSPAPER ADVERTISING — First select 
your deluxe tool chest. List every item that is 
included in this set. It is preferable to make it a 
deluxe type as the customer can always trim down 
on the list. List in the ad all of the items from 
this set along with price and mention the brand 
name when possible. For the lead use the copy: 
“A full tool chest for the homeowner .. . at just 
a few dollars per month.” Then write a short 
paragraph telling how the homeowner can pro- 
cure the best possible selection of tools for his 
workshop on your special credit plan. Have the 
printer set up each tool on a separate line with a 
box in front of each line for a checkmark. In your 
copy mention that if by any ehance a person has 
a fair amount of tools now and merely wants to 
add on to them or replace some, check off those 
tools needed, add up the cost and this too can be 
put on a credit account. Make the ad up so that 
the bottom part can be a coupon and the reader 
can send the whole ad in as a mail order. 
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Winter Sparetime 
Project...Repainting 


Schedule: Jan. 17-30 


OBJECTIV E—During the winter months, time 
lies heavily on most people. This is true, particu- 
larly if the weather happens to be cold, rainy, or 
otherwise discomforting to be in. Repainting is 
an excellent project to suggest to people during 
such days. Now that manufacturers are making 
paints that dry quickly and do not have a strong 
odor, it is smart to take advantage of the winter 
months and promote painting of furniture, pic- 
ture frames, decorative pieces around the house, 
and painting of walls, doors, windows, etc. 


WINDOW—\The center of attraction in the win- 
dow is a large picture frame surrounding spots 
of different colors on a board. You can make this 
by cutting out large colored chips or by painting 
the smooth side of carboard and cutting them out 
to various shapes yourself. Mount them in ab- 
stract fashion as shown in the illustration. Mount 
the sign at one corner of the frame on small table 
or TV tray. Use board cut like an easel on which 
to mount various types of brushes. Surround the 
easel with cans of all different types of paint for 
various projects within the home. In one corner 
place an old piece of furniture that needs repaint- 
ing. You can probably put some paint remover 
on one side of it or on one section to show that 
the project has been started. Place on top of it a 
lamp with a wooden base that needs painting and 
lean against the furniture an old window frame 
that needs painting. Put other items around the 
floor and scatter all kinds of color chips on the 
floor. You can also place a piece of paper on the 
floor and take an old tube that may be too shop- 
worn to sell and squeeze half of it out in zigzag 
fashion. Also display paint removers, paint 
thinners, sandpaper, and all other types of acces- 
sories needed for spare-time painting. 


INSTORE PROMOTIONS—In the paint depart- 
ment, put up a similar sign and along with the 
same type of frame showing color spots. This 
should be hung high enough to attract attention 
of people throughout the store. You might also 
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display some small pieces of unfinished furniture 
or decorative types of things like trays, etc., that 
can be bought and painted. Have a reprint of your 
newspaper ad to hand out to all customers at the 
paint department and cash register. This should 
list many of the different types of painting jobs 
that can be done in the average home. 


DIRECT MAIL AD—Send out a short letter 
saying Winter Sparetime project for most peo- 
ple this year will be repainting furniture and/or 
the interior of the home. With the new quick- 
drying odorless paints, this makes an excellent 
project for those dreary winter days. Enclose 
folders with paint chips as this is always a good 
stimulant for housewives in particular to start 
thinking about places and things that can be 
painted. 


RADIO AND/OR TV AD—For radio use the 
same type of copy shown in the direct mail ad. 
For TV have a setting showing all types of fur- 
niture and knicknacks and decorative pieces that 
can be repainted with the announcer seen using 
paint remover on one of the projects as the scene 
opens. Have him mention how easy it is to use 
quick-drying odorless paints during the winter 
season and end up with the thought: “Don’t let 
the dreary winter days go by without accomplish- 
ment. Use them to paint and make the home more 
cheerful.” 


NEWSPAPER ADVERTISING—For your lead 
start out with “Winter Sparetime Projects ... Re- 
painting.” Follow with copy very much like the 
direct mail ad explaining how easy it is to paint 
during the dreary winter days. Follow this with 
the suggestion of things that might be painted 
around the home. Such a check list gets people 
to thinking about their own personal problems 
and will certainly stimulate enough prospects into 
action to make the promotion worthwhile. Also 
list below this various paint and accessory items 
that are to be considered. 
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PACKAGING for Easy 
Hang ” and 4” perforated board 
fixtures permits easier self-service 
and more attractive displays. May 
be used on either perforated board or 
in bins.—Turnbuckles, Inc. 

For Details Circle 241 on INQUIRY CARD 


METAL DISPENSING RACK de- 
signed to hold four rolls of “Sasheen” 
brand curling ribbon prevents spin- 
ning or back lashing. Rolls are 24” 
wide permitting a large color selec- 
tion.—Minnesota Mining and Mfg. Co. 
For Details Circle 242 on INQUIRY CARD 
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“DO - IT - YOURSELF” DISPENSER 
for popular-sized chains makes an at- 
tractive display carton, finished in 
red and white. Chain on display are 
easy to handle and cut.—American 
Chain & Cable Co., Inc. 

For Details Circle 243 on INQUIRY CARD 
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Merchandising Aids 


PEG-A-PAK disposable dispensers 
for %-pound packages of nails and 
brads holds 10 boxes. Can be hanged 
by its tabs from a Peg-Board. De- 
signed for self-service sales.—Atlas 
Tack Corporation 

For Details Circle 244 on INQUIRY CARD 


SHOWCASE OF TOMORROW is a 
complete electrical department in 
eight feet of space. All units are com- 
pletely prewired and include switches. 
Holds up to 32 ceiling fixtures. — 
Progress Mfg. Co., Inc. 

For Details Circle 245 on INQUIRY CARD 


TOOL POINT-OF-SALE display 
called the “Selling-Susan” is aimed at 
self-service sales. Made of perforated 
board, it occupies 19” x 19” and ro- 
tates 360 degrees. — Dewalt Div., 
American Machine & Foundry Co. 
For Details Circle 246 on INQUIRY CARD 





THREE “WINGED” all-metal display 
for bathroom accessories occupies 21” 
counter space and turns to permit 
easy selection by customer. Unit holds 
12 different items of line. — The 
Autoyre Company 

For Details Circle 247 on INQUIRY CARD 
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SIGNALING DEVICES and tie-in 
items display was created as a self- 
demonstrating display. Units are com- 
pact and enable salesman to present 
product features on the spot.—The 
Edwards Company, Inc. 

For Details Circle 248 on INQUIRY CARD 


REPLACEMENT BLADE SELEC- 
TOR and display for tape rule re- 
fills is made of steel lithographed in 
yellow and green. Blade selector is a 
slide chart that designates proper re- 
fill—Lufkin Rule Company 

For Details Circle 249 on INQUIRY CARD 
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PLYWOOD DISPLAY with 27 real 
wood samples shows wide variety of 
effects achieved with Weldwood’s line 
of wood finishes.—United States Ply- 
wood Corp. 

For Details Circle 250 on INQUIRY CARD 


LITHOGRAPHED MULTI-PACK car- 
ton with built-in display features by 
Milprint, Inc, used by Northern In- 
dustries for water bubbler. Package 
display creates impulse sales. 

For Details Circle 251 on INQUIRY CARD 


Resinite 


HOSE and 
SPRINKLERS 





SAMPLE DISPLAY of Resinite gar- 
den hoses and sprinklers folds flat. 
Opened, it stands upright as counter 
exhibit. Back carries water-flow 
chart.—Borden Chemical Company 
For Details Circle 252 on INQUIRY CARD 
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FLEXSCREEN DISPLAY) stresses 
ease of installation. Shows customer 
simple pressure attachment of fire- 
place screen.—Bennett-Ireland, Inc. 
For Details Circle 253 on INQUIRY CARD 


BAKEWARE STAND assortment 18 
x 20 x 64,” package contains 12 each 
of six different pans, each pre-priced. 
—Mirro Aluminum Company 

For Details Circle 254 on INQUIRY CARD 
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“SELF-SERV” merchandiser holds 
36 rolls of Bull Dog friction tape, 
pre-priced, wrapped, and _ labelled.— 
Boston Woven Hose & Rubber Com- 
pany 

For Details Circle 255 on INQUIRY CARD 





“SELECT-A-SPRING” merchandiser 
is designed to give the dealer a com- 
plete spring department in only 1% 
square feet of counter space. The unit 
displays and stocks 70 different types 
and sizes of the most popular 
springs. Cabinet is handily compart- 
mented and numbered.—Admiral 
Spring & Mfg. Co. 
For Details Circle 258 on INQUIRY CARD 
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HACKSAW BLADES merchandiser 
unit measures 8” x 18” in a high vis- 
ibility color combination. It has an 
all-metal construction and is a perma- 
nent sales aid.—Nicholson File Com- 
pany 

For Details Circle 259 on INQUIRY CARD 
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PEAT MOSS PACKAGES of smaller 
sizes are designed for hardware 
stores unable to stock garden sup- 
plies in large sizes or quantities and 
are aimed at the consumer who buys 
in the hardware store and looks for a 
greater variety of garden items in 
smaller sizes and is willing to buy 
them as needed. Two of these new 
packages include the 34 cu. ft. Pick- 
Up Bale and the three peck Garden 
Pak polyethylene protected. 
For Details Circle 256 on INQUIRY CARD 
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NEW TRADEMARK adopted by the 
W. D. Allen Mfg. Co. adds push to 
an old-established line of fire protec- 
tion equipment and lawn sprinklers. 
The new trademark will be used on 
the company’s entire line of products 
and on its packaging and promotion 
literature. 


GIFT ISLAND, 
developed espe- 
cially for their 
retail store fix- 
turizations by 
M&D Store Fix- 
tures, Inc., is 
constructed of 
metal with glass 
shelves. The low- 
er platform and 
storage cabinets 
are Zolotone fin- 
ished in all popu- 
lar colors. Shelves 
are adjustable on 
1” centers. Fix- 
ture is 6’ long 
and 3’ wide with 
recessed toe kick. 
For Details Circle 257 
on INQUIRY CARD 


Correspondence Course on 
Credit 


A practical correspondence course 
in financial and credit analysis begin 
on January 15, 1959. The course has 
been prepared by the business and 
education division of Dun & Brad- 
street, Inc. It is aesigned to help 
both the beginner and the profes- 
sional. It consists of 17 chapters, 
nine of which are devoted to financial 
statements, comparative analysis, 
working capital analysis, sales analy- 
sis and the techniques and applica- 
tions of analysis. 

Detailed outline of the course is 
available from the business education 
division of Dun & Bradstreet, Inc., 99 
Church Street, New York 8, New 
York. 


Now There's an 88¢ Store 


BAKER, Ore.—In the past hard- 
ware stores have had competition 
from dime stores and dollar stores. 
Now there’s a new one in the field 
called the 88¢ store. It was started 
here this fall by Robert Schmit. 

The store will feature items with 
the price of 88¢. The merchandise 
carried will be small hardware items, 
appliances, gifts, cards for the home, 
with no price over 88¢. Some larger 
hardware items are sold in parts. The 
total price of the item will, of course, 
be above 88¢, but each part will be 
under that price. 

When the store is at full stock, 
8888 items will be available, accord- 
ing to the owner. 


RELATED SELLING AND OPEN DISPLAY INCREASES SELF-SELECTION 


THE IMPORTANT ROLE played by proper fixtures is 
typified by those in use at Wisnom’s Hardware, San 
Mateo, Calif. A good example of related selling shows a 
display (left) of garden tools on Daley wall shelving with 
sprinklers, nozzles, couplings, garden gloves arranged in 
open displays on garden tool bar in foreground. Daley 
canopy easily supports weight of heavy garbage cans. 
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Fluorescent tubes in canopy lend added brightness to dis- 
plays. Open display of pipe fittings (right) increases sales 
through self-selection. Unions, ells and other pipe acces- 
sories are dumped into wire baskets on regular Daley fix- 
ture islands. Open displays serve to remind customers of 
fittings they may need, and stock is kept visible at all 
times as reminder to reorder when stocks are low. 
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LITERATURE 





TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE 
NUMBER ON INQUIRY CARD PAGE 48 


AIR COMPRESSORS AND PAINT 
SPRAYING EQUIPMENT 24 - page 
catalog issued by Campbell-Hausfeld 
Company, describes and _ illustrates 
the company’s complete line for 1959. 
Also included is detailed information 
on eight compressor series, two new 
series of paint spray guns, and com- 
plete accessory equipment. Uses for 
the specific equipment are listed 
along with construction specifications, 
model information and performance 
data. 

For Details Circle 211 on INQUIRY CARD 


SHOWCASE OF TOMORROW 
four-page brochure issued by the 
Progress Manufacturing Co., Inc., il- 
lustrates and describes the company’s 
display program for its complete 
line of electrical products. Included 
are photos of display merchandisers 
for retailers along with its applica- 
tions and features. 

For Details Circle 212 on INQUIRY CARD 


HARDWARE CATALOG, an 8%” 
x 11”, eight-page book issued by Su- 
preme Products Corp. for whole- 
salers to make available to all their 
dealer prospects. Items catalogued in- 
clude chucks, screw driver attach- 
ments, reversible speed reduction unit 
for portable drills. 

For Details Circle 213 on INQUIRY CARD 


SUBMERSIBLE PUMPS 17” x 22” 
orange and black broadside issued by 
The Deming Company is folded for 
mailing purposes. Mailer opens to 
full size of dealer display purposes. 
Four exclusive products features are 
explained. 

For Details Circle 214 on INQUIRY CARD 


KWICK KLEEN FILES four-page 
brochure issued by Gordon Associates 
Inc., illustrates and describes the two 
types of files for cutting soft and 
hard metals as well as soft or hard 
wood and plastics. 

For Details Circle 215 on INQUIRY CARD 
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DECORATIVE LIGHTING BRO- 
CHURE issued by the North Ameri- 
can Electric Lamp Company features 
decorative lamps and divides them 
into three lines based on functions. By 
categorizing decorative lamps, the 
brochure serves as product catalog 
and as dealer sales aid. 
For Details Circle 216 on INQUIRY CARD 


AUTOMATIC STAPLE GUNS cat- 
alog sheet issued by Arrow Fastener 
Co., Inc., describes and _ illustrates 
seven models of guns giving recom- 
mended uses for each along with sizes 
of staples and features. 

For Details Circle 217 on INQUIRY CARD 
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HOME AND AGRICULTURAL tool 
catalog issued by True Temper Corpo- 
ration describes and illustrates the 
company’s complete line of garden, 
lawn and farm tools, shears, grass and 
weed tools, shovels, spades and scoops, 
and ash repair handles. Information 
is also included on special offers and 
displays. This 62-page catalog is 84,” 
x 11”, punched to fit binder. 
For Details Circle 218 on INQUIRY CARD 


DUAL PURPOSE CATALOG. is- 
sued by Remington Hardware Co., 
Inc., can be used as an independent 
catalog or as a low-cost mailing piece. 
An area for imprints permits for bulk 
or individual mailing. Punched, this 
catalog can also be inserted in office 
or salesmen’s master catalogs. Cata- 
log is profusely illustrated in color 
with complete detailed descriptions 
and list prices. 

For Details Circle 219 on INQUIRY CARD 


DEALER SERVICE BULLETIN 
issued by Gleason Corporation tells 
how to make a small basic wheel stock 
serve a wider range of replacement 
wheel applications. Bulletin illustrates 
how to use wheel adapter devices to 
compensate for variations in hub 
widths and bearing diameters. 

For Details Circle 220 on INQUIRY CARD 


STUDIO GREETING CARDS 16- 
page brochure issued by Box Cards 
shows the company’s complete line 
in black and white illustrations ac- 
companied by captions. Also included 
are social drinking glasses with eight 
different designs, ice bucket and 
greeting card merchandising display 
units. 

For Details Circle 221 on INQUIRY CARD 


“HOW TO BE MORE COMFOR- 
TABLE AND LIVE FOR LESS” is 
the title of this illustrated 24-page 
booklet, in color, explaining to home 
owners the values of thick insulation. 
The booklet is published by the Na- 
tional Mineral Wool Association. 

For Details Circle 222 on INQUIRY CARD 


“ARCO” DRILL ATTACHMENTS 
AND SAWBLADES catalog issued by 
Arrow Metal Products Co., describes 
and illustrates in 12-pages the com- 
pany’s complete line and features the 
latest additions. 

For Details Circle 223 on INQUIRY CARD 
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INSECTICIDE SPRAYERS, dust- 
ers and allied products are illustrated 
and described in this 22-page catalog 
issued by the Universal Metal Prod- 
ucts Company. Included are oval tank 
sprayers, open top sprayers, funnel 
top sprayers, pump gun sprayers, and 
the new Stroll’n Spray that rolls on 
wheels behind the user. Catalog 
covers specifications including tank 
assembly, pump, discharge equipment 
and packaging. Also included are fire 
fighters, flame sprayers, power spray- 
er, atomizing spray guns, universal 
dusters, hand planters, boat pumps, 
as well as service parts assortments 
and displays. 

For Details Circle 224 on INQUIRY CARD 


WELDWOOD WOOD FINISHES 
six-page brochure in full color issued 
by the United States Plywood Cor- 
poration illustrates and _ describes 
Satinlac, Satinlae lightener, clear and 
white Firzite and points out the fea- 
tures of the company’s new package 
design. After one sheet of brochure 
is torn off, remaining folder is dealer 
catalog and price schedule. 

For Details Circle 225 on INQUIRY CARD 


DRAPERY IDEA FOLDER issued 
by Western Newell Mfg. Co., is a 
descriptive and illustrated four-page 
condensed catalog of the company’s 


hardware line. Featured are six ways 
to beautify your windows showing a 
variety of originally handled attrac- 
tive windows. The selection and use 
of curtain and drapery hardware is 
discussed. 


For Details Circle 226 on INQUIRY CARD 


STEEL BOOK CASE SHELVING 
bulletin issued by the Penco division 
of Alan Wood Steel Co. illustrates 
and describes four styles and 10 sizes 
of Penco book case shelving. This 
four-page, two-color brochure also 
gives complete detailed dimensional 
drawings for simplifying planning 
and ordering. 

For Details Circle 227 on INQUIRY CARD 


RIDING, ROTARY, 
hand mowers are illustrated and 
described in this 16-page catalog 
brochure issued by Dille & McGuire 
Mfg. Co. Specifications and features 
of each type and model are furnished 
in detailed copy and photographs. 

For Details Circle 228 on INQUIRY CARD 
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TRI PHI catalog sheets describe 
and illustrate a battery operated three 
speed portable phonograph. Issued by 
Tri Phi, Inc., sheets provide specifi- 
cations for three models along with 
dealer costs and suggested selling 
prices. 

For Details Circle 229 on INQUIRY CARD 
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OUTDOOR CAMPING AND PIC- 
NIC 24-page catalog issued by The 
Coleman Company illustrates and 
describes the company’s full line of 
gasoline, kerosene and LP-gas lan- 
terns, folding camp _ stoves, picnic 
stoves and utility heaters; portable 
food and beverage coolers; camp and 
picnic tables and stools; folding ovens 
and accessories. A four-page color 
section presents the Snowlite line of 
pienic jugs. Also shown is the saddle 
stool for hunting, fishing, picnicking 
and spectator sports. 

For Details Circle 230 on INQUIRY CARD 


HANDY WALL CHARTS issued 
by the Link Handle Company, Inc. 
provide the dealer with the means 
for a quick selection of the right size 
handle for all hand tools. Handle 
charts show pattern number and ex- 
act eye tip size for any type, weight 
and make of standard hand tool. Full- 
size printed reproduction of eye 
makes it simple for hardwareman to 
match customer’s tool with the right 
handle. 

For Details Circle 231 on INQUIRY CARD 


SNAP-SHUT GARDEN TOOLS 
CATALOG illustrates and describes 
in 10 pages the complete Snap-Cut 
line of garden shears. Issued by Sey- 
mour Smith & Son, Inc., catalog in- 
cludes pruning shears, hedge shears, 
grass shears, tree pruners, lopping 
shears and electric lawn trimmers. 
Detailed description covers specifica- 
tions, finish, packing and suggested 
list prices. 

For Details Circle 232 on INQUIRY CARD 


PRODUCT FEATURES of power 
mowers and tillers are illustrated and 
described in this 36-page booklet is- 
sued by the Toro Manufacturing Cor- 
poration. Also included are complete 
specifications of product and sales 
features. Handy 84” x 3%” size 
makes it easy for salesmen to carry 
for quick reference. 

For Details Circle 233 on INQUIRY CARD 


FRAMING MATERIAL known as 
AIM Brand Slotted Angle is described 
and illustrated in a four-page bro- 
chure issued by Acme Steel Company. 
Included are suggested uses of the 
material for making pallet racks, 
work benches, carts, conveyor frames, 
etc. 

For Details Circle 234 on INQUIRY CARD 


CONSUMER APPEAL FEA- 
TURES of riding, rotary, reel and 
self-propelled power lawn mowers are 
described and illustrated in this six- 
page brochure issued by the Lawn- 
master Company. Included are speci- 
fications of each of the seven models 
included in the line for 1959. 

For Details Circle 235 on INQUIRY CARD 


BOOKS—For Sale or Resale 


TO PROMOTE DEVELOPMENT 
of lawn mower service shops in the 
country, the service publicity com- 
mittee of the Lawn Mower Institute, 
Inc., has developed an “Opportunity 
Booklet” which gives the prospective 
service shop proprietor all the ans- 
wers he may need when considering 
going into the business. The booklet 
answers such questions as just what 
sort of equipment, space, etc., is re- 
quired for a lawn mower service 
shop. One of the key questions is 
“Where do I obtain the equipment 
for a repair shop?” This is answered 
under the heading “Equipment and 
Where To Obtain It.” Listing has 
been made relative to the name of 
the products, the model number of 
the product and where it is available. 
Price per booklet is 10 cents. 

For Details Circle 236 on INQUIRY CARD 


“SUNSET IDEAS FOR STORAGE 
IN YOUR HOME” is the title of 
this 132-page semi-hard cover book 
published by the Lane Publishing Co. 
for resale. Price is $1.75. The book 
is broken down into three main sec- 
tions: (1) The Storage Dilema; (2) 
Ideas for Household Storage; and 
(3) Construction Guide. Chapters 
cover kitchen storage, dinnerware and 
glassware, linens, cleaning imple- 
ments and supplies, clothing, books 
and magazines, bathroom supplies, 
workshop storage, garden tools and 
supplies, bulk storage, movable stor- 
age units, doors, hinges, cabinet in- 
teriors, etc. 

For Details Circle 237 on INQUIRY CARD 


“TECHNIQUES OF PLANT 
MAINTENANCE & ENGINEERING 
—1958” is the title of this 211l-page 
book published by Clapp & Poliak, 
Inc. Price is $10. Included are texts 
of 35 papers, texts of some 450 ques- 
tions and answers, an equal number 
of questions answered in the sum- 
mary of nine roundtable discussions, 
12 charts, tables and_ illustrations. 
Bound in cloth on board, 8%” x 11”. 
This is the ninth volume in a series 
and reports the proceedings of the 
Plant Maintenance & Engineering 
Conference held in Chicago last Jan- 
uary. 

For Details Circle 238 on INQUIRY CARD 


TV BLUE BOOK published by the 
National Appliance Publishing Com- 
pany and selling for $5 includes list 
prices and trade-in values of almost 
every television receiver produced to 
date. The Blue Book enables dealer 
to show his prospect what his re- 
ceiver is actually worth on today’s 
market. The “Appraisal Guide,” an 
exclusive feature of the book, helps 
the dealer “verify” his allowances 
with convincing figures for each 
transaction. 

For Details Circle 239 on INQUIRY CARD 
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NEW PRODUCTS — Continued From Page 9 








ALL-STEEL FENCING is made in 
picket and estate rail styles. Both are 
available with vinyl-coating finish of 
white, pastel shades of pink, green 
and yellow. Includes steel posts.— 
Carey-McFall Company 

For Details Circle 138 on INQUIRY CARD 





NYLON HOSE COUPLER features 
unusual wear resistance and is made 
of Du Pont’s “Zytel” nylon resin. It 
is in use on original equipment of 
several leading hose manufacturers. 
—W. D. Allen Manufacturing Co. 

For Details Circle 141 on INQUIRY CARD 





SNOWLITE JUGS in one- and two- 
gallon sizes have white vitreous 
enamel liners surrounded by one-inch 
thick molded polystyrene insulation. 
Base is covered with high impact 
Royalite.— The Coleman Company, 
Inc. 
For Details Circle 144 on INQUIRY CARD 





MODEL F “FALCON” 9” radial arm 
saw home workshop features 360 de- 
gree swivel of both arm and motor 
assembly, 3600 rpm direct drive op- 
eration from either end of motor.— 
Comet Manufacturing Company 

For Details Circle 139 on INQUIRY CARD 





VACUUM CLEANER that’s light and 
quiet features throwaway filter dust 
bags, super jet suction power, and 
finger tip control. Well balanced 
cleaner is only 14” long and weighs 
3% pounds.—Troy Industries, Inc. 
For Details Circle 140 on INQUIRY CARD 
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“ZORRO” BALL BEARING roller 
skates for youngsters features rugged 
steel construction, black ball-bearing 
wheels, with bright red dust caps and 
red leather straps with “Zorro” im- 
print.—Globe-Union, Inc. 

For Details Circle 142 on INQUIRY CARD 


STROLLER SPRINKLER features a 
variable speed gear which enables it 
to move at either 25 feet or 50 feet 
per hour, while pulling 135 feet of 
plastic hose line. — Lafayette Brass 
Manufacturing Company 

For Details Circle 142 on INQUIRY CARD 


DOLL CARRIAGE features, attrac- 
tively covered in blue vinyl, body and 
hood with a red, yellow and black 
tartan plaid accent on the sun visor 
and body sides. Holds a 25” doll.— 
South Bend Toy 

For Details Circle 145 on INQUIRY CARD 





GENII ELECTRONIC room deodor- 
izer neutralizes and kills offensive 
odors. Utilizes a dry vaporization 
principle. Complete with deodorant 
block that lasts for months. Can be 
attached to wall.—Iro Manufacturing 
Corp. 
For Details Circle 146 on INQUIRY CARD 
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5 profit-making reasons 
why more dealers are selling 


CAMPBELL CHAIN 





NEW PRODUCTS 


SELF-SERVICE DISPLAY MERCHANDISERS ... 
Attractive Reel DISPLAY UNIT. Cutter attached. 
“Blue Temper’ MERCHANDISER, two-way display 
for counter or aisle, in one square foot of space. 
CAM-PAILS—footage pack—all-steel, water-resistant. 





STRATEGICALLY LOCATED WAREHOUSES... 
Assure you prompt delivery and service. Back-up 
stocks are maintained in a nation-wide network of 
warehouses. 

VACUUM BOTTLES feature Lox-On 


stopper plus rubber cushion filler sup- | « ” 
port. Stopper locks on to lip of bottle | ‘ Se ne ee 


with twist of wrist. Cushion provides an exclusive .. . Rich blue color . . . tempered right into 
maximum protection from shock.— —— oo the chain itself. Proof Coil Chain—3/16", 1/4”, 5/16”, 
Aladdin Industries, Inc. ' 3/8"--pre-cut to lengths of 10’, 15’, 20’, 50’ and 
For Details Circle 156 on INQUIRY CARD | : : 100’; pre-packed for self-service display; clean—no 
more dirty handling; labeled for instant identification 

of grade and size. 


NEW “HALL-MARK” CHAIN— permanently identified 
.. . BY MAKE—the Campbell “‘C”’ in relief on every 
other link. BY GRADE—the grade mark is on alternat- 
ing links. BY 5’ INTERVALS— marked and color-coded 
for quick, exact measurement. 


“MEASURE-MARK" CHAIN— originally introduced 
by Campbell . . . Marked exactly every 5 feet. . . for 
quick, accurate measurement. Color-coded for instant 
identification of chain grade. Inventory !abels are 
color-coded, too. Green—Proof Coil; Red—BBB; Blue 
—High Test; Orange—Cam-Alloy. 


The complete Campbell line includes welded and weldless chain in every size and grade. 


NUT DRIVER SET is designed for CAMPBELL COIL CHAIN 


long, heavy duty service. Features 
comfortable, non-slip Cushion Grip ee ——.--— 
handles for greater turning power. C= tenteedilien 
Each is nickel plated forged steel.— 
Bridgeport Hardware Mfg. Corp. 

For Details Circle 157 on INQUIRY CARD 


CAMPBELL MACHINE CHAIN 


Twist Link Straight Link Cr Ce 
Twist Link Straight Link 
CAMPBELL 

PASSING LINK 


CHAIN 


INCO 


SS PATTERN COIL 


CHAIN 
SINGLE JACK CHAIN LOG CHAINS 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| On Ene enor » 
| 7 
| ‘ 
INCO HALTER AND DOG CHAIN 
| 
| 
| 
| 
| 
| 
| 
| 


ORI ee. 
AV 

4 

— 


ee ee ew — 
| wv 
“QUICK SHIFT” vise is actually | ra 
three vises in one . . . a bench vise, | Cassfoecess 
woodworker’s vise and pipe vise. Mov- 
able jaw can be positioned instantly Get complete information from your Campbell wholesaler or write direct 
without touching vise screw. — Mil- | | 
waukee Tool and Equipment Company 


For Details Circle 158 on INQUIRY CARD CAMPBE LL CHAI N Company 


Factories: and Warehouses: York, Pa.; W. Burlington, lowa; E. Cambridge, Mass.; 
Atlanta, Ga.; Houston, Texas; Chicago, Ill.; Portland, Ore.; Seattle, Wash.; 
Los Angeles, Sacramento, San Francisco, Calif 


Makers of Famous CAMPBELL Jiffy Lug-Reinforced TIRE CHAINS 








Use Inquiry Postcard for Further Information About NEW PRODUCTS 





INDOOR AND OUTDOOR thermome- 
ters feature unusual shapes, striking 
color combinations and easy-to-read 
temperature indicators. Accurate to 
plus or minus one degree Fahrenhit. 
—Minneapolis-Honeywell 

For Details Circle 147 on INQUIRY CARD 


paige 


purr KNIVES SCRAPERS 


PUTTY KNIVES have tempered steel 
full length blades, held to a durable 
laminated handle by brass compres- 
sion rivets. Handle is treated so that 
it will never break, chip or splinter, 
it is claimed—Goodell Co. 

For Details Circle 148 on INQUIRY CARD 


i 


SAW HORSE BRACKET fits either 
2 x 4 or 1 x 4 lumber with easy ad- 
justment for either size. Spin Speed 
Nut gives 7 to 1 leverage and locks 
Saw Horse in position without nails 
or screws.—Chas. O. Larson Co. 

For Details Circle 149 on INQUIRY CARD 


AliAwre 
TROUBLE-FREE 
SEPTIC TANK 
OPERATION 


wah Gosy to use ENZYMES 


3 Enzivator 


ENZIVATOR reactivates’ sluggish 
septic tanks and cesspools. It is a 
safe, dry powder of enzymes and pre- 
served bacterial sold in one-treatment 
packages for convenient application. 
—Boyer Chemical Co. 

For Details Circle 150 on INQUIRY CARD 


ALL-PLASTIC GRASS STOP made 
of green plastic blends with grass, 
shrubs and bushes and will not rust 
or corrode. Easy to install. Elimi- 
nates tiresome hand trimming.—Swan 
Rubber Company 

For Details Circle 151 on INQUIRY CARD 


“THREE-IN-ONE” sportsman’s axe 
features a one-piece forged head- 
handle with vinyl-nylon cushion grip 
that cannot loosen, come off or wear 
out. Smooth in the hand and non- 
slip in all weather.—Estwing Mfg. Co. 
For Details Circle 152 on INQUIRY CARD 


5 

= 

* 
ELECTRIC SOLDERING GUN fea- 
tures instant heat, twin spotlights, 
triggermatic control, over 100 watts, 
and low-cost replacement tips. Sol- 
dering gun sells for $5.95.—Weller 
Electric Corporation 

For Details Circle 153 on INQUIRY CARD 


CEILING MOUNTED electric bath- 
room heater is corrosion proof be- 
cause of its stainless steel rim and 
aluminum grille and reflector. Instant 
radiant heat and circulated air.— 
Thermador Electrical Mfg. Co. 

For Details Circle 154 on INQUIRY CARD 


STROLL’N SPRAY eliminates lifting 
or carrying heavy tanks of spray 
solution. Tank rolls easily behind 
user. Offiered in three- and_ six- 
gallon capacities. — Universal Metal 
Products Company 

For Details Circle 155 on INQUIRY CARD 


HARDWARE WORLD 





NEW PRODUCTS 





° 
ANCHOR HINGE made for greater GOING cece 
holding strength of either metal or 
wood doors. Hinge’s 742” long an- 
chor plate fits into top of door to tie 
door style and top rail together.— 

McKinney Manufacturing Company 


For Details Circle 159 on INQUIRY CARD 


rope customers are sold 
on TUBBS self-serv cartons 


Fast moving, easy handling Tubbs Rope practically sells itself 
when displayed in attractive self-serv cartons. Premeasured and connected 100 


‘ 


“ALL-SAW” 909 combines safety and : 
cutting speed for every kind of saw- because you sell coils, not odd lengths. Available in Manila, Sisal or Cotton Rope 
ing job. Cuts all metals from thin in four popular sizes: Vy", %6", ¥” and 

gage to ',” thick, thin gage sheet 

metal, wood, leather and all mater- 

ials cut with a knife.-—Wen Products, 


Inc. TUBBS READY-MEASURED BOXED COiliS... 


foot coils speed up sales and boost profits. You'll increase your rope volume too 


For Details Circle 160 on INQUIRY CARD 


inad marked every o Teer geai fo 


attractive 


eliminates tre 


4 sizes Vs 


TUBBS STANDARD COILLS.. 


are available in 1200-ft. full coils and 60 


a complete range of siz or quantity orders. Grades of rope 


Super 


include Extra 


NC eg Tubbs also makes a nu 


special treatments and 


di Sfp inne , “or every rope need, ask your jobber for TUBBS — a trusted name since 1856 
THREE-WHESLED PIVOTRIM ro- - E ap J l 


tary mower eliminated need for hand 


trimming. Designed for lawns bor- COORD AGE on bi icc Geniric « 

dered and broken up by trees, shrubs TUBB COMPANY New Orieons « Houst 

and flower beds. Mows into tight 

corners.—Motor Wheel Corporation For free copy of useful, pocket-size booklet, ‘Selection, Use and Care of Rope,’’ and litera- 


For Details Circle 161 on INQUIRY CARD ture on Tubbs packaged rope, write Dept. H-12 
For Details Circle 12 on INQUIRY CARD 
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Stanley 
Names 
New L. A. 
Area Rep. 


James A. 
Stevens 


LOS ANGELES—James A. Stevens 
will replace George A. Mills as Stan- 
ley Hardware representative here. He 
will be assisted by William McGlynn. 
Stevens has covered the Oregon terri- 
tory for the past year. He joined The 
Stanley Works in 1950, starting in the 
service department, and was trans- 
ferred to field sales work in 1952. Sub- 
sequently, he was a junior salesman 
in the Los Angeles territory since 
1957. 

He is a member of the Builders’ 
Hardware Club of Oregon and the 
Builders’ Hardware Club of Southern 
California. As of the same date, the 
Oregon territory will be consolidated 
with the state of Washington. James 
Blaikie will be responsible for this 
combined territory. 


Western Gries Rep 


LOS ANGELES—tThe sales organi- 
zation of A. Walt Runglin Company 
has been appointed sales agents for 
Gries Reproducer Corporation in the 
Western states of Arizona, California, 
Idaho, Montana, Nevada, Oregon, and 
Washington, as well as Vancouver, 
B. C. 


The Runglin organization includes 
12 sales representatives, with offices 
in San Francisco, Portland, Ore., 
Seattle, Wash., and here. 


Moeller Names S.M. 


Warren F. Fisher has been named 
sales manager of the Moeller Manu- 
facturing Co., Inc., Racine, Wis. In 
his new post, Fisher will be respon- 
sible for all sales and sales promotion 
activities. Prior to his appointment 
as sales manager, Fisher had served 
in various sales and sales promotion 
capacities with the Moeller Company 
for nine years. 
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Edward 
Nikoden 


Edward Nikoden has been named 
vice president in charge of sales of 
the Parker Sweeper Company, 
Springfield, Ohio. Nikoden was form- 
erly general sales manager at Parker. 

The appointment was made during 
Parker’s diamond jubilee national 
sales meeting in Springfield, attended 
by sales representatives from all 
parts of the United States and Can- 
ada. 


Weller 
Elects 
Sales 
Vv. P. 


Co: 
Robertson 


C. R. Robertson, recently named 
sales manager by Weller Electric 
Corporation, Easton, Pa., has been 
elected vice president-sales. Formerly 
a regional sales manager with Weller 
Electric, Robertson has been with 
the firm for more than four years. 


Hoover to Sell Direct 


The Hoover Company announced 
that effective January 1 the electrical 
appliances merchandised by the com- 
pany through its special products di- 
vision will be sold through an ex- 
panded direct-to-dealers sales organi- 
zation. 

Appliances merchandised by the 
special products division have included 
the Hoover floor polisher, the steam- 
dry iron, the “Pixie” and Dustette 
hand vacuum cleaners, and other 
housewares appliances, 


Thermos Elects Sales V.P. 


a 
Irving K. 
Fearn 


Donald FE. 
Livingston 


Donald E. Livingston, sales man- 
ager of The American Thermos Prod- 
ucts Company, Norwich, Conn., has 
been elected vice president in charge 
of sales. Livingston replaces Irving 
K. Fearn who relinquished his sales 
responsibilities acting on medical ad- 
vice. Fearn will, however, continue as 
administrative capacity. 

Livingston has been associated with 
the Thermos Company for the last 
five years, previously being sales 
manager of the Vick Products Divi- 
sion of the Vick Chemical Company. 


Rawiplug 
Elects 
Sales 

Ws We 


Allerton J. 
McEwan 


Allerton J. McEwan has been elect- 
ed vice president-sales of the Rawl- 
plug Company, Inc., at the regular 
quarterly meeting of the board of di- 
rectors. McEwan was sales manager 
of the company, which has its plant 
and headquarters at New Rochelle, 
N.Y. 


B-I No. Calif. Rep 


SAN FRANCISCO — Truman 
Reiersgaard has been appointed 
Northern California representative 
for Bennett-Ireland fireplace equip- 
ment and screens, formerly handled 
by J. L. Kingsley. 
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Le Page's 
Names 
New 
Officers 


Fred D. 
Clark 


Fred D. Clark has been named vice 
president of marketing of Le Page’s, 
the newly formed division of John- 
son & Johnson, New Brunswick, N. J. 
Other new officers announced were 
John L. Callahan, vice president of 
merchandising; Edgar A. Gaudette, 
vice president and treasurer; and Her- 
bert D. Lamar, assistant treasurer 
and controller. 

Clark joined Permacel-Le Page’s, 
Inc., in 1948, when it was an affiliate 
company of Johnson & Johnson. He 
later was field manager and division 
manager before being named sales 
manager. 

Callahan joined Permacel in 1951 as 
director of merchandising and later 
became director of consumer products 
before being named vice president of 
merchandising for the consumer di- 
vision. 


GE Supply Manager Retires 

SAN FRANCISCO—C. W. Good- 
win Jr. has retired from the General 
Electric Co. after 48 years service 
with General Electric Supply Co. He 
served as a credit manager and sales 
manager with GESCO before becom- 
ing district manager here 23 years 
ago. Goodwin has been active in the 
northern California electrical indus- 
try and has been president for the 
past two years of the northern Cali- 
fornia electrical bureau. 


Coolerator Sales V.P. 

William G. Kronauge has been 
named vice president in charge of 
sales for Coolerator division of Mc- 
Graw-Edison Company, Albion, Mich. 
Kronauge took over his new post 
Oct. 1. He will be responsible for the 
sales development program and act 
in an advisory capacity to the presi- 
dent. 
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PORTLAND POT & KETTLE CLUB NEW OFFICERS TAKE OVER 


ANNUAL OFFICERS RECOGNITION NIGHT—Heathman Hotel, Portland, 
was the setting for the installation of new officers of the Portland Pot & 
Kettle Club recently. The new faces are, standing from left, Joe Dugan, 2nd 
vice president of national P&K; Jack Gruber, board of directors; Gordon 
Janney, treasurer; Tom Jones, Ist vice president; Ted Erickson, board of 
directors; George Tupper, 2nd vice president. Seated from left, are Arnie 
Ekeblad, secretary; Jerry Shaw, outgoing president and board of directors: 
and Paul Johnson, president-elect. Not present in the above photo are Quent 
Moreland, recording secretary; Bill Bloodworth, regional vice president: and 


Bob Chaffer, national trustee. 


Sharpe 
Reciprocal 
Sales 
Move 


Kenneth Sharpe 


LOS ANGELES—Joint announce- 
ment has been made by the Sharpe 
Manufacturing Co., here, and Camp- 
bell-Hausfield, Harrison, Ohio, detail- 
ing a new reciprocal manufacturing 
distribution, and sales arrangement 
between the two manufacturers of 
paint spray equipment. 

According to Kenneth Sharpe, 
executive vice president, Sharpe Man- 
ufacturing Co., “this alliance was ac- 
complished as a means of affording 
each firm a broader sales program.” 

Sharpe will handle distribution and 
sales for the combined line in the 11 
Western states plus Arkansas, Kansas 
and Texas, and Campbell-Hausfield 
will distribute to the rest of the 
United States. 


General Logistics Moves 

BURBANK, Calif.— The General 
Logistics Division of Aeroquip Cor- 
poration recenly moved from its for- 
mer location in Pasadena, Calif., to a 
new office and factory building at 
2929 Floyd Street, here. The move 
was completed Oct. 1. 

General Logistics is a leading man- 
ufacturer of cargo tie-down and load 
control equipment. 


M &D 
Appoints 
Sales 
Manager 


Edward O. 
Stevenson 


CITY OF INDUSTRY, Calif.—Rob- 
ert Liechti, newly elected president 
of M & D Store Fixtures, announced 
the appointment of Edward O. Steven- 
son to the position of national sales 
manager. Stevenson has been active 
in the store fixture field for 18 years 
and was formerly with Weber Show- 
case Company as vice president store 
fixtures sales. M & D Store Fixtures, 
Inc., has plants located here and Cam- 
bridge City, Indiana. 


New Brookpark S.M. 

James F. Kongabel has been ap- 
pointed sales manager of the Brook- 
park division of International Molded 
Plastics, Inc., Cleveland, Ohio. The 
position was vacated by Ric Leich- 
tung, who recently was promoted to 
sales manager of the consumer din- 
nerware division. 


Can Corp. Manager 

Harold R. Colwell has been ap- 
pointed marketing administrative 
manager for National Can Corpora- 
tion, Chicago, Ill. Prior to his appoint- 
ment, Colwell was director of adver- 
siting and market research for Vul- 
can Containers, Inc., Bellwood, IIl. 


45 





NEWS 





North & Judd Changes 


Philip W. 


Brown 


Ivan L. 
Smith 


An administrative change and a 
promotion, part of a program of in- 
tegration of operations of North & 
Judd Mfg. Company New Britain, 
Conn., and its Wilcox-Crittenden Di- 
vision, Middletown, Conn., were an- 
nounced. 

Ivan L. Smith has been named vice 
president in charge of all sales. Smith 
has been manager of the North & 
Judd’s zipper sales and style prod- 
ucts sales; assistant general manager 
and, most recently, vice president and 
general sales manager. 

Philip W. Brown, who has _ been 
sales manager of North & Judd’s style 
products, has been named general 
sales manager. He has served as a 
salesman in the New York City terri- 
tory and as resident manager of the 
Atlanta office. 


Duro Consolidated 
Acquired By Hussmann 


REDWOOD CITY, Calif. — Duro 
Consolidated, Inc., manufacturers of 
adjustable metal shelving and dis- 
play units for hardware, variety and 
other retail stores, marketed prin- 
cipally on the West Coast under the 
name of Daley Display Fixtures, has 
been acquired by Hussmann Refrig- 
erator Co., St. Louis, Mo., through 
an exchange of stock. 

The new Hussmann addition will 
continue to do business under its own 
identity operating as a wholly owned 
subsidiary. The parent company will 
assist in developing and expanding 
the Duro Consolidated operation. 

Duro Consolidated, headed by Wal- 
ter F. Titus, president, and John T. 
Bolton, vice president and sales man- 
ager, was established in 1948. As a 
Hussmann subsidiary, it will continue 
to provide fixtures for principal 
chains and other retail stores through- 
out the United States, Hawaii and 
Canada. 


Panef Names S.M. 


Panef Manufacturing Company, 
Inc. of Milwaukee announced the ap- 
pointment of Donald McClellan as 
sales and promotion manager. He 
was formerly a vice-president and ac- 
count executive of Ken Seitz and As- 
sociates advertising agency. 
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PORTLAND P&K HONORS G.M. OF MARSHALL-WELLS 





SURPRISED AND PLEASED is Herb George, retired general manager of 
Marshall-Wells, as he accepts a plaque at a P&K Club dinner in his honor. 
Making the presentation is Ted Ericksen who acted as M.C. 


PORTLAND, Ore.—The Portland 
Pot & Kettle Club honored Herb 
George, retired general manager of 
Marshall-Wells Company here Oct. 
23. Ted Ericksen of Ericksen-Gruber 
Company was general chairman and 
master of ceremonies, and paid trib- 
ute to George in a “This is Your Life” 
fashioned program. Over 150 Pot & 
Kettlers and industry executives from 
Portland and Seattle attended. 

Surprise guests included friends 
dating back nearly a_ half-century; 
including associates and competitors 
in the hardware industry. George 
was presented with a plaque for ‘“Out- 


standing Contributions to the Indus- 
try” plus a lifetime membership from 
the Portland Pot & Kettle Club. 
George started as a warehouseman 
with Marshall-Wells Company here in 
1913 and later served in various ex- 
ecutive capacities with the firm until 
1942 when he served as a dollar-a- 
year man in Washington, D. C., with 
the National Industry Board. He re- 
turned to the Northwest in 1943 as 
manager of Marshall-Wells in Spo- 
kane and moved on in 1950 as man- 
ager of Marshall-Wells here until his 
recent retirement from the firm. 





Osrow Reps Appointed 


SAN FRANCISCO—Harold Osrow, 
sales manager for Osrow Products 
Co., Inc., Glen Cove, New York, an- 
nounces the appointment of the Two 
Dons, Wagener and Swanson, of 
Western Merchandise Mart, here. 
They will cover northern California 
with the complete line of Whiry-A- 
Way car and home washers, as well 
as Twin-Sweep brushes and brooms 
for home and industry. 


Kent Names Cook Rep 


SAN FRANCISCO — The Kent 
Sporting Goods Company announced 
the appointment of Harley Cook & 
Co. to represent their complete line 
of sports equipment in the entire 
state of California. 


Adds Clothing Shop 


POCATELLO, Ida.—The Pocatello 
Hardware and Canvas Co. store here 
has added a complete new ski cloth- 
ing shop to the store’s facilities. The 
new department carries a complete 
line of ski togs for men, women and 
children. 

Along with the togs in the new de- 
partment are displayed an increased 
line of ski equipment and accessories. 


Western Hardware Named 


POMONA, Calif. — The United 
Staple Company of Long Island City 
has appointed Western Hardware 
Sales Agency here as representative 
to cover the state of California. The 
company manufactures standard and 
industrial staples. 
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Penn 
Mowers 
Name 
Western 
Manager 


F. L. 
Rowe 


SAN FRANCISCO—F. L. Rowe 
has been transferred from Chicago to 
the position of district sales manager 
of the Pacific Coast territory for the 
Pennsylvania Lawn Mower Division, 
American Chain & Cable Company, 
Inc., Exeter, Pa. His new headquar- 
ters here will be at ACCO’s newly 
established office and warehouse at 
890 Tennessee St. 

Rowe joined the corporation in 1927 
as a member of the sales staff of the 
American Chain Division for the Chi- 
cago, Ill., district. He later served as 
district sales manager for the Ameri- 
can Chain Division in the Pacific 
Coast area and more recently in the 
same capacity in the Chicago terri- 
tory. 


Stim-U-Plant 
Appoints 
Western 
Sales 
Manager 


Richard J. 
Burrill 


Richard J. Burrill has been ap- 
pointed western sales manager of 
Stim-U-Plant Laboratories, Inc., of 
Columbus, Ohio. Burrill will be re- 
sponsible for 11 Western states. Un- 
til recently, he was Western manager 
for Variety Store Merchandiser mag- 
azine and has a broad background in 
retailing and merchandising. 

He will be concerned witn sales and 
market development for Stim-U- 
Plant’s complete line of indoor garden 
aids. 


Gries Western Rep. 

LOS ANGELES—The sales firm of 
Heim and Scheer, 11168 Santa Mon- 
ica Blvd., here, has just been ap- 
pointed exclusive sales representative 
in Southern California and the state 
of Arizona, to handle GRC industrial 
products and services for the original 
equipment market. 


Bolens Names Manager 

Willard A. Ewig has been ap- 
pointed merchandise manager in 
charge of sales development and pro- 
motion of tillers and mowers for the 
Bolens Products Division, Food Ma- 








WEATHERPROOF BARN DOOR 
TRACK AND HANGERS... the favor- 
ite of farmers everywhere. Easy to sell 
R-W No. 36 self-cleaning type track is 
weather and birdproof. R-W No. 423 
Hangers feature roller bearings and 
lateral and vertical adjustment for easy, 
dependable operation. 


ss 


“EaR-Way"’ TRACK and 
TROLLEY...R-W No. 239 
Track has ears spaced on 
12 inch centers that are at- 
tached to walls by lag screws 
.. bosses hold track away 
from building for free air 
passage. R-W 346'AB 
Hangers feature ball bear- 
ings and vertical and lateral 
adjustments. 


TRACK and 
HANGERS 


for industrial, 
commercial and 
ngs! 


farm build 


R-W "LOCK-JOINT" TRACK AND HANGERS... 

designed for doors of all sizes and weights up to 3000 

Ibs. Line includes wide range of sizes plus a series of 

“packaged” units that include all necessary hangers, track and hard- 
ware for door installations. Track and Hanger aprons finished in 
grey enamel ...Hanger trucks cadmium plated. Hangers available 
with boll or roller bearings as desired. 


You can be sure of satisfying your customers’ 
exact needs when you stock and sell the 
Richards- Wilcox line of Track and Hangers 
... it's the "QUALITY" line, backed by over 
78 years of experience that will provide a 
fast turnover, increased profits and com- 
plete customer satisfaction. R-W Track and 
Hangers will provide years of dependable, 
trouble-free service...even on doors 
weighing over a ton. Stock-up now. 


WRITE 
TODAY! 


for complete informa- 
tion. Request Catalog 
No. 100-R. 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES” 


NOTICE . .. rust and corrosion 
resistant Cadmium plated fin- 
ish now standard on the trucks 
of all R-W Hangers . . . pro- 
vides the ultimate in depend- 
able operation and service. 


bp RICHARDS-WILCOX > 
INDUSTRIAL 2 FIRE DOORS Q@ 
DOOR HARDWARE 


2323 W. Third Street 850 S. Van Ness Ave. 
Los Angeles 57, Calif. San Francisco 10, Calif. 
Phone Dunkirk 8-6173 Phone Mission 8-6700 
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1160 Fairview No. 
Seattle 9, Washington 
Phone Main 3650 


chinery & Chemical Corporation, Port 
Washington, Wis. 
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COLOR STYLING SERVICE 


AVAILABLE TO ALL new or re- 
modeled retail stores is the Bulman 
Corporation professional color styling 
service under the supervision of Miss 
Betty M. Fuerst (above), free lance 
color consultant. Miss Fuerst will 
take store plans and other vital in- 
formation and render a _ complete 
color styling presentation folder. 


How Much Hardware 
Business From Tourists? 


SALMON, Ida.—It has always been 
an unanswered question about the 
amount of money left in a town by a 
tourist. 

Does the tourist business benefit a 
local hardware merchant? . . . How 
much money is actually left in the 
local hardware stores by strangers 
passing through? 

The Salmon Chamber of Commerce, 
in a recent survey, decided to find out. 

For one business day, merchants in 
Salmon were instructed to query cus- 
tomers and ask if they were tourists, 
then the merchants were requested to 
keep the money spent by tourists sep- 
arate. 

In the one day, Salmon businessmen 
set aside $3,408.47 left in the town by 
tourists. 

The breakdown was as follows: Ser- 
vice stations and garage, $1,388.35... 
cafes and drive-ins, $613.05 . . . mo- 
tels and hotels, $293 . . . drug stores, 
$59.19 . .. grocery stores, $459.82 ... 
clothing stores, $233.46 . . . barber 
shops, $9... bars and lounges, $94.90 

. variety stores, $19 ... miscel- 
laneous, $141.02. 

And hardware stores, $82.77—or 
about 2% percent of the average tour- 
ist dollar is spent by tourists, accord- 
ing to the survey. 


NOW ONLY $1. Directory of West- 
ern Wholesalers, 1958 edition, a 16- 
page who’s who listing 191 whole- 
salers in the 12 Western states, Ha- 
waii and British Columbia and the 
services they provide to retailers. 
For Details Circle 300 on INQUIRY CARD 
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Daisy 
Appoints 
Sales 
Director 


H. Adrian 
Willis 


H. Adrian Willis has been appointed 
to the position of director of sales and 
merchandising of the Daisy Manufac- 
turing Company, Rogers, Arkansas. 
He will head up all company sales 
and merchandising activities under 
the direction of Robert O. Wesley, 
vice president and assistant general 
manager. Willis comes to his new po- 
sition from the Kelvinator Division 
of American Motors Corporation 
where he served in managerial capac- 
ities of sales, advertising and mer- 
chandising for many years. 

Floyd R. Brandon and Robert H. 
Cowan have each been promoted to a 
position of greater responsibility with 
the title of assistant director of sales 
and merchandising. 


Minkler Retires 


LOS ANGELES—Lynn H. Minkler 
who had been with Disston for 45 
years retired recently. He started 
with the firm in 1913 as a hardware 
missionary salesman covering the 11 
Western States. He served during 
World War I for 20 months and re- 
turned to Disston in 1919 as an in- 
dustrial salesman covering part of 
Northern Calif., Southern Calif., Ari- 
zona, New Mexico, and the city of 
El Paso, Texas. 

In 1924 he was appointed factory 
hardware representative covering the 
11 Western States. In November 
1955 shortly after Henry Disston be- 
came a division of the H. K. Porter 
Co., Inc., he was appointed district 
manager of the hardware division for 
the 11 Western States. In 1957 he 
was made Southwest district manager 
of hardware and industrial, responsi- 
ble for Southern California, Arizona, 
New Mexico and city of El Paso. 


Hoops Build Lay-Away 


LOGAN, Utah—The State Hard- 
ware store here promoted early buy- 
ing of Christmas toys by offering lay- 
away customers a special incentative. 

The firm cashed in on the hoop 
craze sweeping the country by offering 
all customers who bought toys and 
laid them away in the firm’s lay- 
away department the opportunity of 
purchasing a regular $1.98 hula hoop 
for only 50 cents. 

A store spokesman said the offer 
“attracted a lot of Christmas cus- 
tomers” and built the store’s lay- 
away toy volume. 


Corning 
Ware 
Sales 
Manager 
Named 


B. B. 
Kinter , 

B. B. Kinter has been appointed 
Corning Ware sales manager, Con- 
sumer Products Division, Corning 
Glass Works, Corning, N. Y. Kinter 
will be responsible for development 
and programming. 

Prior to joining the company in 
1953, Kinter has worked as a sales 
representative for Ekco Products 


Company, Silex Company and General 
Mills. 


Top Manufacturers Form 
Better Kitchens Institute 


Formation of Better Kitchens In- 
stitute, designed to provide the home- 
maker with basic information on 
good workable kitchen planning and 
newest kitchen products as a public 
service, is announced by seven leading 
manufacturers of steel kitchen cab- 
inets. 

Better Kitchens Institute members 
include General Electric Co., Geneva 
Modern Kitchens, Marvel Metal Prod- 
ucts Co., Republic Steel Corp., Berger 
Division, St. Charles Manufacturing 
Co., Whirlpool Corporation and 
Youngstown Kitchens Division of 
American-Standard. Other members 
are the American Gas Association, 
Ferro Corporation, Formica Corpora- 
tion, Just Manufacturing Co., Nu- 
tone, Inc., Progress Mfg. Co., Stanley 
Hardware Division of Stanley Works 
and Trade-Wind Motorfans, Inc. 

Aim of the Better Kitchens Insti- 
tute is to provide the homemaker 
with important fundamentals of good 
kitchen planning, keep her up-to-date 
on modern kitchen trends and in- 
crease efficiency and comfort in her 
kitchen. 

As an initial step, Better Kitchens 
Institute will offer a free comprehen- 
sive 32-page booklet, KITCHEN 
PLANNING BOOK, to the home- 
maker. The illustrated booklet shows 
various types of kitchens, and gives 
close attention to details in kitchen 
planning for all types of families, 
and for all sizes and shapes of 
kitchens, 


Sales Director Named 


Leigh F. Steinman has been ap- 
pointed director of sales promotion 
for National Brush Company, Aurora, 
Ill. He was formerly housewares buy- 
er in Milwaukee and earlier district 
sales manager for E. R. Wagner 
Manufacturing Company, also of Mil- 
waukee. 


HARDWARE WORLD 





NEWS 





Largest Attendance Expected 
At National Housewares Show 


The National Housewares Manu- 
facturers Association will celebrate its 
20th year of service to the industry 
with a record-breaking 733 exhibitors 
in its January National Housewares 
Exhibit in Chicago. 

The biggest trade show in house- 
wares history will be a Monday- 
through-Friday exhibit January 12-16, 
1959, filling more than 350,000 square 
feet in the North and South Halls of 
Navy Pier and the adjacent Drill Hall. 

“The demand for exhibit space was 
greater this year than at any other 
time since the firsts NHMA Exhibit 
in 1939,” said Dolph Zapfel, secretary, 
“making it impossible to assign space 
to all manufacturers who desire to 
exhibit. The demand indicates a con- 
tinued upswing in the housewares 
business outlook.” 

NHMA is again making a survey of 
sales expectations for 1959 as well as 
performance in 1958 among both man- 
ufacturers and buyers. The results 
will be made available to the industry 
prior to the January show. 

The NHMA Winter Housewares 
Show Dinner will be held Jan. 14 in 
the Grand Ballroom of the Palmer 
Houses at 7:30. It will be preceded by 
a cocktail hour in the Red Lacquer 
Room. The program will include a 
top-name floor show, followed by 
dancing. 

Free bus service provided by NHMA 
again will be available to the more 
than 25,000 buyers, manufacturers 
and other industry representatives 
expected to attend the Chicago show. 
Offered as a supplement to the city’s 
public transportation serving the 
Navy Pier area, the buses last Jan- 
uary accommodated almost 40,000 
riders. Again, the NHMA buses will 
leave Loop and North Side hotels 
at five-minute intervals during the 
morning rush hours, and will pro- 
vide continuous return service from 
Navy Pier each afternoon. 

Buyer registrations are expected by 
Zapfel to at least equal the 11,077 
who registered for the NHMA Exhibit 
in Chicago last January. 


CITF in LA Set 


LOS ANGELES—Businessmen, in- 
dustrialists and manufacturers of con- 
sumer items from nearly 70 overseas 
countries are scheduled to participate 
in the California International Trade 
Fair & Industrial Exposition to be 
held in the Great Western Exhibit 
Center, April 1-12. 

Sponsored by the State of Califor- 
nia and endorsed by many organiza- 
tions, CITF will be operated to en- 
courage two-way trade between na- 
tions. 
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Hardware Show in S. F. 
To Break Records 


SAN FRANCISCO—On Sunday, 
Feb. 8 at 12:00 noon the Hardware 
and Housewares Show sponsored by 
the California Retail Hardware As- 
sociation will open at Brook’s Hall 
in the Civic Center here. It will be 
held in conjunction with the organi- 
zation’s annual convention with meet- 
ings in the Civic Auditorium adjacent 
to the exhibit hall. 

This is the third move in three 
years for the show. Last year it 
moved from the Fairmont Hotel to 
the Civic Auditorium, where there 
was a 50 per cent increase in exhibit 
space. Krueger Jacobsen, secretary- 
manager of the association, states 
that at present there is every indi- 
cation that the exhibit space will be 
much larger this year than last. 

There was also a 50 per cent in- 
crease in attendance, which was 3,496 

The convention will start on Feb. 
9 with a breakfast meeting. The 
show will close on Tuesday, Feb. 
10, and the annual banquet will be 
held at the Fairmont Hotel that night. 


Buyers’ Breakfast to 
Highlight Gift Show 

LOS ANGELES — John Carr, vice 
president and general manager of 
Buffum’s, Long Beach, will be speaker 
of the day at the buyers’ breakfast 
January 20, in the Biltmore Bowl. The 
breakfast highlights the 48th Cali- 
fornia Gift Show in Los Angeles. Sam 
Balter, noted sports and general news 
commentator and writer, will be the 
emcee. 

A New Year’s Party motif has been 
chosen to kick off the 1959 new-busi- 
ness-year, and decor in the New 
Year’s Eve tradition will be employed. 
Strolling musicians, led by Max Fidler 


of Moulin Rouge fame, will serenade 
the guests. There will be door prizes 
of 500, one-dollar bills, and Catalina- 
clad models will distribute gifts of 
perfume to the women present, and 
will also be featured in a brief swim- 
suit fashion show. The breakfast will 
run from 8 to 9:25 a.m. to allow buy- 
ers a full day in the market. 

According to George C. Good, chair- 
man of the Show Committee, this next 
market, Sunday through Friday, Jan- 
uary 18-23, promises to attract 
greater buyer interest than any pre- 
ceding one, coming as it does on the 
upswing from the recent general busi- 
ness re-adjustment. Nearly 600 do- 
mestic designers and manufacturers 
will exhibit, along with scores of im- 
porters. Hours will be 9 a.m. to 6 p.m. 
daily except Friday, when the market 
will close at 3 p.m. Exhibitors will 
display merchandise at the Biltmore 
and Ambassador Hotels, the Brack 
Shops and Merchandise Mart. 

Serving with Edmund Altschul on 
the breakfast sub-committee are 
Bertha Appleman of Nat Gavender 
Inc.; Leo Berner of Leo Berner; David 
H. Caro of Geo. Borgfeldt Corp.; Rus- 
sell H. Chastain of the Brodaway; 
Joel I. Green of Irving W. Rice & Co.; 
Al Levin of Treasure Craft; Fred S. 
Meyer of Geary’s; Ruth Ponoroff of 
Arkin Buying Office; and James B. 
Wilkins of the May Co. 


Kerr Appoints S.M. 


John W. Lee has been appointed 
general sales manager of both Kerr 
Chemicals, Inc., and Minit Spray Cor- 
poration, Park Ridge, Ill., a Kerr 
affiliate. Lee will direct the sales 
and promotional activities of both 
companies, although each company 
will retain its own separate sales 
organization, each one reaching spe- 
cific markets. 


WESTERNER HEADS BUILDERS HARDWARE GROUP 


THE NEW OFFICERS of the National Builders Hardware Association are 
shown with the retiring president, Joe R. Murphy (left) of Murphy, Malone 
& Green, Inc., San Antonio, Texas. The officers are from (left to right): presi- 
dent—James C. Carroll, Union Hardware & Metals Co., Los Angeles; Ist 
V. P—Frank E. Traver, Architectural Hardware, Inc., Columbus, Ohio; and 
2nd V. P.—J. E. O’Keefe, Builders Hardware, Inc., West Hartford, Conn. 
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SOUTHWEST RETAILERS ‘gam 


GO GOLFING 


The Fourth Annual Golf Day and 
Industry Dinner of the Pacific South- 
west Hardware Association was held 
on Tuesday, Sept. 23, at Santa Ana 
Country Club, Santa Ana, Calif. 
About 100 golfers turned out dur- 
ing the day and were joined by 50 
non-golfers for dinner and prize pre- 
sentations. Chairman of the day was 
Norm Montague, Montague Graham 
Hardware, South Gate. Assisting him 
were Loren Pedrick, Farmers Hard- 
ware and Lumber, Phoenix, Ariz.; ‘ 
= ng eae Gibbel Hardware, SIGNING IN are Dave Crocket, Southern California sesssconge teed 
emet, Calif. SIGNING DD eas r district manager ¢ 
SE ae : ing Glass (left), and Doug Hillier, Wentern aw irec Pa- 
Pigg pena At caaues penta them in is Otto Grieg (center), managing director of 
were added to make their efforts cific Southwest Hardware Association. 
worthwhile. The Budrow Hardware 
Company Award of a wrist watch 
was won by C. B. Jourden of Pioneer 
Hardware, Beverly Hills, Calif. 
Winners in the Retailer Division 
were: low gross—John Ganahl, Ga- 
nahl Lumber, Anneheim; low net— 
C. B. Jourden, Pioneer Hardware, 
Beverly Hills, Calif. Winners in the 
Supplier Division: Low gross—Bob 
North, California Hardware; Low net 
—Bill Van Dam, R. C. Moore, Inc. 


Western Market High 
Predicted by Adams 


SAN FRANCISCO—“The Western 
business barometer indicates that un- 
precedented attendance, resulting in 
substantial buying, will mark the ti 
Western Merchandise Mart’s 86th Yad 
Market Week here February 2 thru 6 _ 


according to Henry A. Adams, Mart READY TO TEE OFF are (from left to right) Geo. Green, Jr., Horace Green 
general manager. 


; , ; y » . se Tri 
and Sons, Long Beach hardware retailer; Francis Regan, V. P. sales, — 
Hardware & Metals Company; and Ralph Comptom, manufacturers rey 
sentative. 


With general economic conditions 
climbing steadily upward, all the fac- 
tors necessary for good business in 
the home goods industry are present 
here in the Western market areas 
served by the Mart. Growth of the 
Bay Region is progressing at an ac- 
celerated pace in every phase of busi- 
ness, industry, and finance under the 
impact of an average of 10,472 new 
residents each month since 1950. Good 
business in the fourth quarter of 
1958, low inventories, and a continued 
confidence in the economy are the 
main ingredients for our optimistic 
outlook. 

Buyers will see and compare more 
than 3,000 quality lines of furniture, 
floor coverings, lamps, decorative ac- 
cessories, bedding, domestics, house- 
wares, gifts, appliances, toy, juvenile 
goods and many other items. 


WESTERN WHOLESALERS DI- soe) tal 
RECTORY, 1958 edition now being “CIVIES” the lucky and the unlucky golfers (about _join 
pogueethoad ae ee ie Bt ange dinner. Plaques and prizes were presented after dinner 
cial price o ; gh ‘ 

For Details Circle 300 on INQUIRY CARD to the winning golfers. 
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INVESTMENT IN STOCK, both fittings and fixtures by 
Straight’s Hardware, combined with the investment of the 
plumber’s time, has resulted in turning an average $3-4000 
fittings inventory four to five times yearly. 


Hardware Dealer, Plumber Combine 
To Promote Profitable Operation 


O longer are customers in Berthoud, Colo., 
community of 1100 population at a loss as 

to whom to turn to when in need of plumbing— 
either supplies or plumbing work. Through co- 
operation of Straight’s Hardware, with a local 
plumber, complete service has been established 
that is equal to any city service. 

“Our arrangement is simple and works for 
mutual advantage of all concerned,” stated Jerry 
Straight, co-owner with his brother, Ray. “In 
order to render efficient and complete service we 
have invested in stock—both fittings and fixtures 

and the plumber invests his time.” 

It is profitable for the plumber. Having no 
money invested, he receives a flat 10 percent on 
sale of all fittings and fixtures for any job he is 
called on. This return is equal to an average 
plumbing shop operation but without the neces- 
sity of an investment. 

Straight’s benefit from this program is that 
about 75 percent of their sales go to “do-it-your- 
selfers.”” Turning their average $3000 to $4000 
fittings inventory department four to five times 
yearly, it renders a profitable department—and 
a service to the community. 
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WRIGHTLINE 


Reverse Twist 








NETTING 


WRIGHTLINE HEXAGONAL (Poultry) NETTING 
comes to you perfectly straight and flat, and 





stays that way. No sags. No bulges. Stretches 
more easily. WRIGHTLINE reverse twist netting 
with reinforcing line wires. 

Industrial Wire Cloth ¢ Standard Hardware Cloth 


Hexagonal Netting * Wire Strand * Woven Wire Lath 
Welded Fabric * Screen Cloth * Gutter Guard 


G. F. WRIGHT STEEL & WIRE CO. 


WORCESTER, MASSACHUSETTS 





Sales Office and Warehouse: 
909 Santa Fe Ave., Los Angeles, Cal. 
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Record Pre-Holiday Show 


SAN FRANCISCO—The Pre-Holi- 
day Gift & Housewares Show, held 
October 5-7 on the 2nd, 5th and 9th 
floors of Western Merchandise Mart, 
here, drew a buyer registration of 
1,350—a record for this annual Fall 
event. 

The newly rebuilt and redesigned 
second floor showrooms received much 
acclaim from buyers, who found the 
displays even more enticing than be- 
fore the disastrous fire of last 
August. Exhibitors reported excel- 
lent business written at the Show, 
primarily in items available immedi- 
ately for Christmas and other holiday 
selling. 


1959 Garden Show Set 


The Lawn, Garden and Outdoor 
Living Trade Show for the trade will 
be held at the Amphitheatre in Chi- 
cago, Oct. 18-21, 1959. 

In announcing the show dates, 
managing director Frank M. Yeager 
said, “Extensive research brought to 
light a surprising desire and definite 
need for this kind of trade exposition 
in the Midwest.” 


DIRECTORY OF WESTERN 
WHOLESALERS, a 16-page who’s 
who of 191 wholesalers in the 12 
Western states. Price $1. 

For Details Circle 300 on INQUIRY CARD 


more profits for you 
in sales and rentals 
WITH THE FULL LINE OF 


joo" 
Mee ast 


for 
HOME 
and INDUSTRY 


Red Devil Tooks. 


2400 Vauxhall Road, Union, N. J., U.S. A. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


. 11-14 


SPORTING GOODS FAIR, Hotel New Yorker, New 
York, N. Y. (Athletic Goods Manufacturers Association, 
209 So. State St., Chicago, Ill., George J. Herrmann, Di- 
rector) 

INDEPENDENT HOUSEWARES & HOME ACCESSO- 
RIES EXHIBIT, Morrison Hotel, Chicago, Ill. (Indepen- 
dent Housewares Exhibit, Inc., 8 So. Dearborn St., Chi- 
cago, Ill., Jules Karel) 

NATIONAL HOUSEWARES EXHIBIT, Navy Pier & 
Drill Hall, Chicago, Ill. (Dolph Zapfel, Merchandise Mart, 
Chicago, IIl.) 

CALIFORNIA GIFT SHOW, 48th, Ambassador and Bilt- 
more Hotels, Brack Shops, Merchandise Mart. (Trade 
Shows Ltd., 3510 Council St., Los Angeles, Calif.) 
NATIONAL ASSOCIATION OF HOME BUILDERS 
15th ANNUAL CONVENTION AND EXPOSITION, 
Conrad Hilton & Sherman Hotels and Coliseum, Chicago, 
Ill. (National Association of Home Builders, 140 So. 
Dearborn St., Chicago, Ill., D. B. Grady, Chairman) 
INTERMOUNTAIN ASSOCIATION OF HARDWARE 
& IMPLEMENT DEALERS CONVENTION, Elko, Nev. 
(Intermountain Association of Hardware & Implement 
Dealers, 308 Continental Bank Bldg., Boise, Idaho, Leon 
Weeks) 

NORTH COAST RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND HARDWARE INDUSTRY 
SHOW, Masonic Temple, Portland, Ore. (North Coast Re- 
tail Hardware Association, Rt. 12, Box 109, Fife Square, 
Tacoma, Wash., Martin W. Danko) 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION’S 55th ANNUAL CONVENTION, Dav- 
enport Hotel, Spokane, Wash. (Pacific Northwest Hard- 
ware & Implement Association, 303 Empire State Bldg., 
Spokane, Wash., J. Malcolm Smith) 

CALIFORNIA LAMP, PICTURE AND ACCESSORIES 
SHOW, Biltmore Hotel, Los Angeles. (Trade Shows Ltd., 
672 So. Lafayette Park Place, Los Angeles, George L. 
Pascoe) 

MOUNTAIN STATES HARDWARE & IMPLEMENT 
ASSOCIATION CONVENTION, Cosmopolitan Hotel, 
Denver, Colo. (Mountain States Hardware & Implement 
Association, 1233 Spruce St., Boulder, Colo., F. W. Reich) 
EASTERN SCHOOL OF RETAIL MANAGEMENT AND 
TRADE SHOW, Hotel Statler, New York City (Garden 
Supply Merchandiser, 8633 Loch Raven Blvd., Towson, 
Maryland) 

GIFT, CHINA, GLASS, STATIONERY & HOUSEWARES 
SHOW, Exhibit Hall, San Francisco, Calif. (Kay Leber, 
1355 Market St., San Francisco, Calif.) 

FURNITURE, LAMP & ACCESSORIES SHOW, Civic 
Auditorium, San Francisco. (Kay Leber, WMEA, 1355 
Market St., San Francisco, Calif.) 

CHINA, GLASS & GIFT MARKET, Merchandise Mart, 
Chicago, Ill. (Thomas V. King, The Merchandise Mart, 
Chicago 54, IIl.) 

WESTERN WINTER MARKET, Merchandise Mart, San 
Francisco, Calif. (Henry Adams, 1355 Market St., San 
Francisco, Calif.) 

INTERNATIONAL HARDWARE TRADES FAIR, Lon- 
don, England. (Universal Exhibitions Ltd., 74 Holland 
Park, London, England, Eileen Harborne, Managing Di- 
rector) 

HOME IMPROVEMENT PRODUCTS SHOW, Coliseum, 
New York, N. Y. (Home Improvement Products Show, Rob- 
ert Pomerance, show director, Coliseum, New York, N.Y.) 
CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION & SHOW, Brooks Hall, Civic Center, San 
Francisco, Calif. (Krueger B. Jacobson, 122 9th St., San 
Francisco, Calif.) 
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PORTLAND GIFT SHOW, Public Auditorium & Plaza & 
Benson Hotels, Portland, Ore. (Kay Leber, WMEA, 1355 
Market St., San Francisco, Calif.) 


SEATTLE GIFT SHOW, Civic Auditorium, Olympic and 
New Washington Hotels and Terminal Sales Building, 
Seattle, Wash. (Kay Leber, WMEA, 1355 Market St., San 
Francisco, Calif.) 


PACIFIC SOUTHWEST HARDWARE ASSOCIATION 
CONVENTION & SHOW, Great Western Exhibit Center, 
Los Angeles, Calif. (Otto H. Grigg, 1519 So. Garfield, Los 
Angeles, Calif.) 


ALLIED GIFT & JEWELRY SHOW, Hotel Adolphus, 
Dallas, Texas. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., 
Los Angeles, Calif.) 


March 8-10 PACIFIC SOUTHWEST HARDWARE AND HOUSE- 
WARES SHOW, State Fairgrounds, Phoenix, Ariz. (Pa- 
cific Southwest Hardware Association, Otto Grigg, 1519 
So. Garfield, Los Angeles, Calif.) 


March 8-11 DENVER GIFT & JEWELRY SHOW, Hotel Albany, Den- 
ver, Colo. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., 
Los Angeles, Calif.) 


March 9-14 AMERICAN TOY FAIR, 56th, New Yorker and Shera- 
ton-McAlpin Hotels, New York, N. Y. (Toy Manufactur- 
ers of the U. S. A., Inc., 200 Fifth Ave., New York, N. Y., 
Ben Robinson) 


For additional information about the conventions and shows listed above 
and others not listed in this issue, write to HARDWARE WORLD Service 
Bureau. 
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HIPShow Feb. 4-6 

Products sold by home improvement 
departments, will be featured at the 
HIPShow at the Coliseum in New 
York City, Feb. 4-6. These will include 
combination storm windows and doors, 
metal and canvas awnings and cano- 
pies, carports and patios, Jalousies, 
garage and cellar doors and other 
specialties. 

In addition to the three-day show 
for the trade, there will also be sem- 
inar sessions in various phases of 
selling, management and the expan- 
sion of a home-improvement depart- 
ment. 





New Gift Show Opening 

The Allied Gift & Jewelry Show to 
be held in Dallas, Texas at the Hotel 
Adolphus will open for the Spring 
show on Saturday noon, Feb. 21, in- 
stead of the Sunday opening as in 
the past. 

The change was made because of 
the heavy influx of buyers arriving 
in Dallas Saturday from out of the 
city who wish to complete their buy- 
ing over the weekend period. The 
show will close at 6 p. m. on Feb. 25. 


WHO’S WHO in the West among 
wholesalers? A 16-page directory 
providing useful information about 
territory covered, special events, etc. 
Yours for $1. 

For Details Circle 300 on INQUIRY CARD 





Another bye | bet 


i» From WILSHIRE 


NEW! 2-SIDED BAR SCREEN DISPLAY 23.535 
PACKAGE for INSIDE and OUTSIDE MOUNT oa OE | 


»’ $3; | Hardware and Housewares 


es 
Th sa. é 


SHOW. 


lt 


Plan to “—— a 


CALIFORNIA'S 


San Francisco 





« Se oF 
fit 


hot LL ae 


BROOKS HALL . . . CIVIC CENTER 


The West's newest and most modern exhibit hall 





SELLS BAR SCREENS FOR YOU! 


FEB. 8-9-10, 1959 





Complete selling unit makes your “pitch” 
for you...No inventory involved! 


WRITE FOR COMPLETE DETAILS! 


See thousands of items on display . . . hardware, 
housewares, giftware, sporting goods, gar lening and 
barbecue equipment, electrical and _ related lines. 
Over 50,000 sq. ft. of exhibit space . . . 200 exhibits. 








122—9th Street 





4865 San Fernando Rd. West ¢ Los Angeles 39, Calif. 


CALIFORNIA RETAIL HARDWARE ASSOCIATION 


San Francisco 3 
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Northwest Show Set 


PORTLAND, Ore.—The Hardware 
Industry Show and Annual Conven- 
tion of Washington and Oregon spon- 
sored by the North Coast Retail 
Hardware Association, Inc., has been 
set for Jan. 25-27 at the Masonic 
Temple here. 
The show, which opens on a Sunday, 
will feature tools, hardware, house- 
wares, giftware, sporting goods, 
paint, cutlery, plumbing, power tools, 
plastics, garden supplies, farm sup- 
plies, appliances, steel goods and 
builders supplies. 
The show’s objectives are to bring 
before hardware dealers from Wash- 
ington and Oregon the best methods 
of selling hardware and present the 
newest products available to them. 
According to Martin W. Danko, 
managing director, there are no regis- 
tration fees, all exhibits will be on 
one floor, special entertainment has 
been planned for the ladies, and in- 
spiring and educational business ses- 
5 yale Bera ene NEW OFFICERS SELECTED at the American Hardware Manufacturers 
Association Atlantic City Convention, sales managers and top executives 
Where's The Number? of more than 30 member companies of the AHMA are, from left, Chuck 
lg LS RS TEE Ney Jones, C. Hager & Sons Hinge Mfg. Co., St. Louis, president; 1 om Andrew s, 
QUIRY NUMBER is sometimes omitted at Southern Screw Co., Statesville, N. C., and Sam Hough, Skil Corp., Chicago, 
the bottom of an ad. To find the inquiry vice presidents; and Andrew Anderson, Hardware & Housewares, Cleveland, 
TISERS can Beas ae ar oe ai secretary-treasurer. The group meets twice a year at the annual Atlantic 
CIRCLE THE NUMBER — WE DO THE REST City Convention and during the convention of the Southern Wholesale 
Hardware Association. 




















YOUR WESTERN MARKETS 


SAN FRANCISCO FURNITURE, 
LAMP & ACCESSORIES SHOW 


FEBRUARY 1 - 6 * Civic Auditorium 





RUBBER 
POPPET 


SAN FRANCISCO GIFT SHOW 


FEBRUARY 1 - 4 ; 
Brooks Exhibit Hall, Sheraton-Palace & St. Francis Hotels VA LVES p CLOG-PROOF 
Western Merchandise Mart y, STRAINER 
, EIGHT SIZES... 
many leading pump 
PORTLAND GIFT SHOW manufacturers use Strataflo 


FEBRUARY 8-11 as original equipment, 


Public Auditorium, Benson & Plaza Hotels 





NO SPRINGS 





¢ 


SEATTLE GIFT SHOW Won't Stick...Don’t Leak 


FEBRUARY 15-18 


Civic Auditorium, Olympic and New Washington. Hotels, 
Terminal Sales Building 


Strataflo Foot and Check Valves end leakage troubles, 
save wear and tear on pumps and save their cost in serv- 
ice calls. Strainer won’t clog or corrode. They are ideal 
for jet-type pumps. Write for Bulletin 1003. 

WESTERN MERCHANDISE EXHIBITORS ASSOCIATION 


KAY LEBER, Show Monager STRATAFLO PRODUCTS, INC. 


1355 Market Street * San Francisco FORT WAYNE. INDIANA 
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Listen to My Story of... 


TAKING INVENTORY 


Will you listen to my story? 

We've been taking inventory. 

You know the kind of ache that brings, 
You're just like scrambled eggs and things. 
You count the dishes, one by one, 

Thinking all the time it’s fun. 

What a stupe you really are 

To think you’ll do the course in par. 

Next day you’re into pots and pans, 
Nicknacks, gadgets, electric fans. 

Someone wanders in the door 

You wish they’d drop right through the floor. 
“May I help you?” out comes your voice, 
Wait on them? I have no choice! 

“Just looking, thanks’”’ so back you go 

To counting things you'd like to throw. 
Another day has passed and now 

You’re into sporting goods—and how! 

You count and count on many things 

Time passes on—no rest it brings. 

Then suddenly you see the light! 

You'll not give up without a fight. 

“T’ll count the nuts and bolts” I say, 
There’s peace back there and that aint hay. 

I worked and worked for two whole days 
Grease smeared and black—expecting praise. 
I counted a million forty-two 

My husband said “There’s more to do. 
Besides there’s all that plumbing there 

To get the screws you'll need a chair.” 


My eyes grow tired, nerves tend to fray, 
People! How do they get that way? 
Next year I wish you very well 
But me! I’ll sell my soul in hell. 
with apologies... ? 
(The above verse was composed by Mrs. George 
M. liams of Madras Hardware, Madras, Ore., who 


laments her role of a hardware working wife.—Ed 
note.) 


A Beet Contest is Sweet for Retailer 


TWIN FALLS, Ida.—The best type of contest 
or promotion is a contest that is tied in directly 
with the local area. 

That’s one of the reasons behind the success 
of an unusual contest sponsored by Volco Builder’s 
Supply store here. 

The contest is called “The Heaviest Sugar 
Beet” contest and the firm offers $50 in cash 
prizes—$25 for first, $15 for second and $10 for 
third—for the heaviest sugar beets brought to 
the store during the sugar beet harvesting season. 

Anyone can enter, no purchase is necessary. The 
success of the contest is proved by the fact that 
at the end of the competition, the store usually 
has almost a half carload of sugar beet entries 
on hand. 

A spokesman for the store said the unusual 
event “attracts a lot of good comments and brings 
people into the store.” 
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a . ‘p,- 
A ...0UF 20th birthday 
...0ur 30th exhibit of housewares progress 


With the forthcoming exhibit in January the NHMA 
completes the second decade of service to the house- 
wares industry. Our only purpose is to serve that in- 
dustry; our primary function is to provide a semi- 
annual meeting-place for buyer and seller; our only 
aim is to serve all members of the industry as effi- 
ciently as possible. Thanks to your wholehearted 
participation and cooperation the record is one of 
continuing success. In size and scope, and in pro- 
viding maximum interchange of information and ideas 
at minimum expenditure of time and money, the 
NHMA National Housewares Exhibit ranks among the 
foremost trade exhibits in the world. 











— 








Navy Pier 
plus Drill Hall 


CHICAGO 


National 
Housewares 
Exhibit 


January 12-16, 1959 
Monday thru Friday 


Industry sponsored for the 
the 
NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


1130 MERCHANDISE MART, CHICAGO 54, ILLINOIS 
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IN MEMORIUM 





RAY W. TURNBULL 


BURLINGAME, Calif.— Ray W. 
Turnbull, 68, former Western region 
vice president of General Electric 
Company, died here Nov. 8 following 
a heart attack. 

Turnbull began his career in the 
electrical industry in California in 
1909 with Southern California Edison 
Company’s business office. A year 
later he went to work in the Ontario, 
Calif., foundry of the Pacific Elec- 
tric Heating Co., forerunner of Hot- 
point, Inc., now a division of General 
Electric. 

His first association with General 
Electric was in 1912 when he became 
Pacific Coast heating device special- 
ist in San Francisco and later moved 
to the Pacific Northwest. After ser- 
vice in World War I, he became sales 
manager in Seattle of the Pacific 
Northwest for the Edison Electric 
Appliance Co., and in 1924 returned 
to San Francisco as sales manager 
for the entire Pacific Coast district. 

In 1947 he assumed new duties in 
San Francisco as General Electric’s 
Western region vice president, which 
he served until his retirement in 1955. 


LEWIS CASS WILSON 


WALLACE, Ida.—Lewis Cass Wil- 
son, 79, chairman of the board of the 
Coeur d’Alene Hardware and Foundry 
Company and retired former general 
manager of the company, died in a 
hospital here Oct. 6 following an ex- 
tended illness. 

Wilson was a lifelong resident of 
the Inland Empire. He was born in 
Dayton, Wash. and spent his boyhood 
in that area until he came to Coeur 
d’Alene in 1900. After 20 years of 
business activity in other fields, he 
joined the Coeur d’Alene Hardware & 
Foundry Company serving as as- 
sistant general manager and in 1951 
general manager, a position he held 
until one year ago when he retired. 


ALBERT E. THIEL 


MONTPELIER, Idaho — Albert E. 
Thiel, 76, prominent hardware dealer 
here, died Oct. 27 in a local hospital 
following an illness of several 
months. 

Thiel had been associated in the 
hardware business since coming here 
in 1902. He and E. A. Burrell pur- 
chased McClennan Brothers Hard- 
ware in 1912, and in 1921 Thiel and 
James, Chris and Orson Olsen pur- 
chased the Burrell interest. Since that 
time he managed Thiel and Olsen 
Brothers store, one of the largest in 
southeastern Idaho. He was a past 
president of the Intermountain Asso- 
ciation of Hardware and Implement 
Dealers. 


GUS 
MOMSEN 


NEW YORK CITY—Gus Momsen, 
63, president of Momsen Dunnegan 
Ryan Co., El Paso, Texas, died here 
Oct. 2, while attending the National 
Hardware Show. 

Momsen was born in El Paso Oct. 
11, 1894, and had been active in the 
family firm for 51 years, having as- 
sumed the presidency in 1948, suc- 
ceeding the late Carl F. Dunnegan. 
The firm was founded by Momsen’s 
father in 1881. 

Survivors include two daughters, 
Miss Margaret Momsen with whom 
he made his home, and Mrs. Arthur 
Cunningham of Phoenix, Ariz.; a son, 
Gus Momsen, Jr., El Paso; a brother, 
Reuben F., vice president and trea- 
surer of the firm, and nine grand- 
children. 


E. C. VAN PETTEN 


NYSSA, Ore.—E. C. Van Petten, 85 
owner of Eder’s Hardware for the 
last 40 years, died here Oct. 3. Van 
Petten had been in business for near- 
ly 50 years, founding the Van Petten 
Lumber Company in 1912. 

At the time of his death he had 
business interests in Oregon, Idaho 
and Washington. Prior to coming 
here, Van Petten practiced law dur- 
ing his early days in Kansas. He later 
ran a newspaper in McPherson, Kan., 
and was in the banking business in 
Ponca City, Okla. 


DONALD D. STEWART 


SEATTLE, Wash.— Donald D. 
Stewart, 70, former executive secre- 
tary of the Seattle and North Coast 
Hardware Associations, died here 
Nov. 3 of a heart ailment. 

Stewart, who was born in Chitte- 
nango, N. Y., came here 35 years ago. 
He organized and managed the Retail 
Trade Bureau of the Seattle Chamber 
of Commerce in 1917 and from 1930 
until 1936 was executive secretary of 
the Printing Industry of Seattle. 

In 1937 he founded the Organiza- 
tion Service Bureau in which he was 
active until his retirement in 1956. 
He also served as executive secretary 
of Marking Devices Associates, 
Washington State Stationers Associa- 
tion, Seattle Jewelers’ Club and 
Washington Retail Jewelers’ Associa- 
tion, Northwest Appliance and Tele- 
vision Association, Seattle Sales Ex- 
ecutives, Inc., among other organiza- 
tions. 


CHARLES E. WEHN 


WALNUT GROVE, Calif.—Charles 
E. Wehn, president and founder of 
Listo Pencil Corporation, died of a 
heart attack on Oct. 26, while vaca- 
tioning aboard his boat on the Sac- 
ramento River near here. 

Wehn was Pacific Coast represen- 
tative for Joseph Dixon Crucible 
Company from 1911 until 1920. He 
organized the Listo Pencil Corpora- 
tion in the following year and was 
active as its head until his death. 
Wehn also founded Listo Products 
Ltd., in Vancouver, British Columbia, 
in 1948, and was a director of this 
subsidiary firm. 

In addition to his business inter- 
ests, Wehn was engaged in farming 
activities in Healdsburg, Calif. For 
many years he operated the River 
Bend Ranch, one of the outstanding 
hop producing properties in Cali- 
fornia. 
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S&Q Stores Expand 1959 
Ad, Promotion Plans 


A key decision to establish a private 
label merchandising program in 1959 
was announced by S & Q Stores plan- 
ning committee at their recent semi- 
annual meeting in Minneapolis, Minn. 
All merchandising, advertising and 
operational plans of the S & Q Stores 
group, serviced by Janney, Semple, 
Hill & Co. of Minneapolis, is regularly 
formulated by the planning commit- 
tee. 

“Tool-King” was the name chosen 
for the first quality power tool line. 
Lawn care equipment will bear the 
label “Lawn-King.” Well known paint 
label, Janney Best, will expand to in- 
clude paint brushes under that name. 
The company is waiting for the label 
on first quality sporting goods to be 
cleared. All competitively priced lawn 
and garden merchandise will be label- 
ed “Glenwood.” 

The committee of nine included two 
Westerners who were Bill Kyle, Idaho 
Falls, Ida., and Joe Meyer, Golden, 
Colo. The committee announced the 
S & Q retailers’ conference will be 
held Feb. 1-4 in Minneapolis. 


TOY FAIR SET 


The International Toy Fair will 
take place Jan. 10-16 at Harrowgate 
in Yorkshire, England, where it has 
been held every January since 1950. 

There will be more than 300 exhibi- 
tors and more than 250,000 exhibits 
from expensive playthings to popular 
chain store lines. The fair includes 
toys from every toy-producing coun- 
try, and buyers from all over the 
world. 
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Brigham 
City's 
Oldest 
Merchant 


William B. 
Jensen 


BRIGHAM CITY, Utah—Brigham 
City’s oldest merchant, William 
Barnstroff Jensen celebrated his 80th 
birthday on the job, Sept. 22, at W. B. 
Jensen & Sons Hardware in this 
Utah community with no thought of 
retiring for many years to come. 

Since 1928 Jensen has operated his 
hardware store after having previous- 
ly been in the furniture, grocery and 
coal business. But it was the hard- 
ware field that permanently attracted 
Jensen. Today he lives on his busi- 
ness property with his two daughters 
who assist him with the business. 

Jensen was born Sept. 22, 1878 in 
Brigham City, a son of C. Elias and 
Amelia Hartman Jensen. He grew 
up on his father’s ranch west of the 
city where he recalls eating bread 
baked over open coals by Indian wo- 
men, riding horses and wrestling with 
the braves. 

“In 1900 Jensen married Isabel For- 


NEWS 





rest. Eight children 
this union. Mrs. Jensen died in 1923. 
He remarried to Addie Parker and 
three children were born to this union. 
His posterity now totals 50. He has 
nine sons and daughters, 20 grand- 
children and 21 great-grandchildren. 

As a young man Jensen received 
mortician training in Salt Lake City, 
but returned to join his father in 
business for three years before setting 
out in his own. In 1928 he moved to 
his present location on South Main 
Street and started his hardware busi- 
ness. In 1930 his sons joined him. 

In addition to being active in busi- 
ness, Jensen is also prominent in 
community affairs. He attributes his 
good health and long life to swim- 
ming, skating and horseback riding 
he enjoyed in his youth. And as far 
as Brigham City’s octogenarian is 
concerned, there are many good years 
ahead remaining. 

HARDWARE WORLD is happy to 
extend membership in its Western 
Hardware 50-Year Club to William 
Barnstroff Jensen. 


were born to 


WESTERN WHOLESALERS DI- 
RECTORY, 1958 edition now being 
offered for the first time at the spe- 
cial price of $1. 

Por Details Circle 300 on INQUIRY CARD 


Minckler Retires 


LOS ANGELES—Lynn H. Minckler 
recently retired from the Henry Diss- 
ton Division H. K. Porter Company, 
Inc., after being with the firm for 
15 years. 

According to Minckler, “I started 
with Henry Disston in July 1913 as 
a hardware missionary salesman cov- 
ering the 11 Western States.” He 
served in World I for 20 months and 
returned to Disston as an industrial 
salesman covering a part of Northern 
California, Southern California, Ari- 
zona and El Paso, Texas. 

In 1924 he became a factory rep- 
resentative handling the Disston line 
in the 11 Western States. When H. 
K. Porter acquired Disston in 1955 
he was appointed District manager 
of the hardware division for the 11 
Western States. About a year ago 
he was made Southwest District man- 
ager of both hardware and industrial 
divisions for Southern California, 
Arizona, New Mexico and El Paso. 


United Staple Appoints Rep 


PAMONA, Calif—Western Hard- 
ware Sales Agency was recently ap- 
pointed to represent the United Staple 
Company of Long Island City, New 
York in the State of California. 
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Write for Free-——— 
Literature 


~ SCREW ANCHORS anil JACK NUTS 5 SNOWY CORP 
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Same high quality patching cement in a 
handy plastic squeeze bottle that elim- 
inates messy paddies, brushes, and waste. 
Easy to apply . . . Tehr-Greeze patches 
and repairs any material it can cene- 
trate. Thousands of uses. Sold by leading 
jobbers and dealers everywhere. Comes 
in 2 oz. and 6 oz. plastic bottles. Also 
packed from 2 oz. to | gallon in glass. 
Write for prices and literature. 


_¥ AL- A COMP ANY 700 W. nest Oo Se 9, Minols 
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NOW in a new plastic squeeze bottle 
TEHR-GREEZE white fabric cement 
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SPORTS PROMOTION OF THE MONTH 





Winter 
Playtime 


Schedule: Jan. 3-16 


OBJECTIVE—The purpose of this campaign 
is to promote the sale of both indoor and out- 
door merchandise designed for recreational pur- 
poses. Also stress the idea that inclement weather 
is no barrier to enjoying leisure time with the 
aid of the many items you sell. Merchandise 
which can be displayed during this promotion 
might include skis, ice skates, sleds, toboggans 
and other outdoor sporting equipment; and in- 
door pleasure providers like radios, phonographs, 
lamps, beverage sets, all types of games like 
darts, table tennis sets, checkers, etc. 


WINDOW—The window is divided into two 
parts by making what appears to be a wall at 
an angle across the window. Attach two pieces 
of plywood to a 1x4 inch board and prop it up 
from the back. Put wallpaper on each of the 
boards and hang two drapes on the top to make 
the open section look like a window. The drapes 
can be the paper type which can easily be thrown 
away after use. Make a mound on the outside 
part of the window simulating a snowdrift and 
have the sign “Winter Playtime” stuck into the 
mound. Display the outside merchandise on and 
around the mound and the inside items “indoors.” 
If you wish to add a cozy touch to the indoor 
area set up an artificial fireplace which when 
plugged into an electrical outlet, simulates the 
burning of logs. Or you can use warm tone 
colored flood or spot lights for additional at- 
mosphere. 


IN-STORE-DISPLAY—Make up poster cards 
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carrying the “Winter Playtime” theme and place 
them in the areas where you display the mer- 
chandise shown in the window. If possible, pro- 
vide demonstrations of the games and encourage 
your customers to try them. For example, set 
up a dart target on a wall and give away small 
prizes to customers who make a certain score. 
In other words, encourage your customers to 
expose themselves to the many indoor forms of 
recreation to stress the idea that they can enjoy 
in their own homes. 


ADVERTISING—In your newspaper advertise- 
ments illustrate the many items you plan to dis- 
play in your window and tie in your copy with 
the central theme of your campaign. For varia- 
tion in presenting the merchandise you are sell- 
ing, divide your ad into four general areas 
grouping items for father, mother, brother and 
sister in each area and then head your ad with 
the title “Winter Playtime For The Entire Fam- 
ily.” If you use radio, you could run a series of 
weather bulletins giving the temperatures and 
forecast and then following up by saying “no 
matter what kind of weather ahead, you and 
your family can make winter playtime with (se- 
lect the items you wish to emphasize) available 

Hardware.” If there is a ski 
club located in your community, find out the date 
of their next outing and run the notice in a box 
in your ad next to skiing equipment. The mem- 
bers will notice it and it may create new cus- 
tomers. 
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IN DOUBT ABOUT A SPORTS GIFT 


eee, TIP TO AUNT PETUNIA, 
SPorRTs SALES IF THE LAD IS A PORT- 


S\DER . DON’T GET HIM 
SUGGESTIONS A RIGHT HANDED 
CATCHERS GLOVE 





S 


Re 
s 
BEAR IN 4 
MIND THE | \ 
= Zz& any = THERE IS LITTLE 
EIGHT O a 
ALL FoR LEFT - 
THE BAT For THE Boy SANDED CATCHERS 
YOU HAVE IN MIND. 4 THIS SEASON 
REMEMBER — HE HASN'T & No KING SIZE 
MICKEY MANTLES MuScLesS SS FoR PEE-WEE 
a= aia PUCKSTERS 


Buy You A PING- 7. 
PONG. SET /? Do B-BuT PoP. I Don’T 
You WANT To GROW 

UP AND BE A 
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LISTEN - PoP. 

DON’T GETHIM 

A HEADGEAR 

THREE SIZES Too 

LARGE JusT = 

BECAUSE IT 1S ees 

THE SAME TYPE oe THEY SAY - “Too MANY FATHERS TRY 
WORN BY YoUR __cHy To FORCE THEIR OWN SPORTS LOVE 
FAVORITE ALL- - ON THE SON: THAT ISN’T RIGHT.~LET 
AMERICAN THE LAD DO WIS OWN DECIDING 


IF YOU ARE IN DOUBT ABOUT WHAT TYPE OR SIZE SPORTING 
EQUIPMENT TO BUY AS A GIFT FOR YOUR SON, NEPHEW OR 
ANYONE ELSE, ASK ONE OF OUR EXPERT SALESMEN TO HELP YOU. 
THEY WILL HELP YOU AVOID BUYING SOMETHING TOO BIG FOR 
SOMEONE TOO LITTLE OR VICE VERSA. OUR SALESMEN WILL BE 
HAPPY TO EXPLAIN WHAT KIND OF EQUIPMENT IS BEST SUITED FOR 
ALL SPORTS IN ALL AGE GROUPS. TAKE ADVANTAGE OF THIS FREE 
SERVICE THAT WILL INSURE YOUR MAKING AN EXPERT SELECTION 
FROM OUR LARGE STOCK OF TOP QUALITY SPORTING GOODS. 


The above sports sales suggestions cartoon will a gift. Cut this cartoon out and post it promi- 
help you sell sporting goods to customers who are nently in your sporting goods department. 
in doubt about selecting the proper equipment for 
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SHUR-GAF features a triple set of 
barbed hooks that will strike fast 
moving fish no matter how you hold 
it. Spring steel Mustad tines are 
clamped in the shaft and cannot pull 
out.—Almor Tool Company 

For Details Circle 261 on INQUIRY CARD 


ALL-PLASTIC BAIT BUCKET has a 
lid that floats to the top and closes 
so that no bait is lost when user for- 
gets to close catch. Press down on 
lid to obtain bait. Floats in water.— 
W. R. Grace & Co. 

For Details Circle 262 on INQUIRY CARD 


GUN CLEANING ROD cleans all 
pistols from .22 to .45 calibres. Fur- 
nished with each rod are three jags 
for different calibre sizes. Rod is in 
two pieces for carrying in pocket or 
game bag.—Frank A. Hoppe, Inc. 
For Details Circle 263 on INQUIRY CARD 
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SPORTS NEW PRODUCTS 





SKI, SWIM AND LIFE BELT of 
polyethylene will not soak up water, 
mildew or rot. Not affected by gaso- 
line or salt water. No hardware to 
scratch body, no stitching to pull out. 
—Boat Names Company 

For Details Circle 264 on INQUIRY CARD 


ELECTRIC MARINE HORN gives 
clear penetrating sound. Sealed to 
protect motor from water seepage. 
Available in both 6- and 12-volt sys- 
tems. Meets Coast Guard require- 
ments for Class 1 boats.—The Seiss 
Mfg. Co. 
For Details Circle 265 on INQUIRY CARD 


“SPEEDLOCK” FISHING ROD 
HANDLE permits easier mounting 
for all bait casting and closed face 
spinning reels. Offset reel seat has 
fiberglass plunger rod that won’t cor- 
rode or freeze——True Temper Cor- 
poration 
For Details Circle 266 on INQUIRY CARD 


SPORTS MERCHANDISING—— 


(RAYO Vic). SPOrtsman 
we HEADQUARTERS 





PORTABLE LIGHTING equipment 
display provides dealer easy way to 
up-grade consumer sales. Display can 
be used on wall or counter.—Ray-O- 
Vac Company 

For Details Circle 267 on INQUIRY CARD 


BOAT SNAPS red and white display 
box is compact and compartmented 
for five sizes. Snaps can be replaced 
from regular boxed stock.—North & 
Judd Mfg. Co. 
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“FISH-N-FUN” tackle “supermarket” 
holds six each of 40 items which in- 
clude lures, hooks, sinkers, lines and 
leaders on self-serve display panel.— 
Fred Arbogast Co., Inc, 

For Details Circle 269 on INQUIRY CARD 
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SPORTS LITERATURE D & M Sports Equipment 


WILLIAMS’ SHOOTER’S CATALOG, a 144-page book San 
issued by the Williams Gun Sight Co., describes and [i 
illustrates the most popular rifles, shotguns, handguns, 
sights, mounts, scopes and shooting accessories made, 
and tells who to install sights, mounts, swivels, etc. Hand- 
loaders and “gun nuts” will like the new ballistic, com- 
ponent, choke, powder and primer charts. And the novice 
will learn all about apertures, sights, mounts, scopes, and 
how to select and use them. Also included are articles 
which explain the “whys” and dispel some of the mis- 
conceptions of the shooting fraternity. Nationally adver- 
tised at 50 cents per copy, this catalog is free to the 
trade only. 

For Details Circle 270 on INQUIRY CARD 


MARINE SAFETY PRODUCTS, sleeping bags, casual 
wear for sports afloat, hunting and fishing clothes and 
various swimming and boating accessories are described 
and illustrated in this 24-page catalog printed in three 
colors with more than 130 illustrations issued by The 
American Pad & Textile Company. In addition to com- 
plete product information and descriptions, a section of 
the catalog has been devoted to a reproduction of the 
United States Coast Guard regulations which relate to the 
use of life jackets, buoyant vests and cushions. Another 
section is devoted to the special products manufacturing 
division which makes such products as plastic arm rests, 
handle grips, tool guards, gaskets, and novelties, plus 
hair pads for use in upholstered furniture, car seats, etc. 

For Details Circle 271 on INQUIRY CARD 

HARNELL FISHING RODS CATALOG for 1959 issued 
by the George Hine Products Co., describes and illustrates 
the introduction of a new line of salt water conventional 
and spinning rods and blanks known as the “Ultimate.” 
Also included in this 32-page catalog are tubular fishing 
rods, live bait or boat rods, salt water spinning rods, dry - : 
fly rods, trolling rods, surf casting and squiding rods, xs 
handle assemblies, and accessories along with a price list 


~ mK 
and specifications. Everything you <eeu> 
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HUNTING AND TRAPPING SCHEDULES for 1958- need to WINeee 


59 issued by the Animal Trap Company of America shows 
open seasons for muskrat, mink, skunk, raccoon, and fox ~ 
in 48 states, listed alphabetically on two separate sheets. the selling game 
The hunting schedule shows open seasons, bag limits, 
and possession limits for duck, geese and coot in 48 states, 
listed by flyways which include the Pacific Flyway states. Why “‘roll-your-own” trying to assemble a complete line of 
For Details Circle 273 on INQUIRY CARD sports equipment that will sell? Eliminate brand confusion, 
AIREX FISHING CATALOG issued by The Airex Cor- Maynard on i gigealaaamaaaaasaia data 
poration illustrates in color and describes the company’s 
1959 line of fishing tackle. In addition the catalog fea- %*& A complete line of sports equipment 
tures a wide selection of both open and closed face spin- 
ning reels in all price ranges, along with matching rods, 
lures and lines. Many of the reels are shown in full color 
on the back cover. 
For Details Circle 274 on INQUIRY CARD 






































High-quality insures repeat sales 
Nationally famous brand name 
All price ranges 
Approved Youth League equipment 
SALES TRAINING BOOKLET entitled “Look Here 
Let’s Take the Mystery Out of Binoculars!” is a 
16-page booklet issued by D. P. Bushnell & Company, 
Inc., to help the floor salesman become a binocular expert 
by winnowing out all the myth and mystery about the 
product. What is left, are the essential facts he need 
know; and the conversion of those facts into solid sales Like to have the full story? Write today for complete informa- 
points. tion, catalogs and name of your nearest Draper-Maynard 
For Details Circle 275 on INQUIRY CARD wholesaler. 


MARINE LAMPS AND ACCESSORIES FOR OUT- 
BOARDS brochure issued by K-S Marine Products, Inc., DRAPER-= MAYNARD 
describes and illustrates such items as bow lights, stern | 
lights, flagpoles, searchlights, emergency lights, ventila- 


e 
tors, handlights, trailer lights, marine cigarette lighters, 4 x re ) r 2 gy = ie ka ba 13 rm e n e 


extension cords and battery boxes, including specifications 


and prices. 4861 Spring Grove Ave. + Cincinnati 32, Ohio 
For Details Circle 276 on INQUIRY CARD For Details Circle 24 on INQUIRY CARD 


MacGregor golf balls and tennis equipment 
Complete catalog presentation of line 
Quick delivery from wholesaler 


2 ee 2b ee >t Ot 


Faster turnover — higher profits 
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(This index is published as a convenience and not as a part of the advertising contract. Every H. D. Hudson Manufacturing Co 


core is taken to index correctly and no allowance will be made for errors or failure to insert) 





Listo Pencil Corp. 


Note: Figures in parentheses () refer c 
to Inquiry Card Number which can be California Retail Hardware Association.. 53 M 
circled on inquiry card on page 48 Campbell Chain Co. (11) . rege. Eee, ee ee ey 


when desiring further information Colorado Fuel & Iron Corp.......Third Cover 
: Robert E. Miller & Co., Ine. 
about advertisement. Crescent Tool Co. ; a) 


Molly Corporation 
Cyclone Fence Dept., Amer. 


Div., United States Steel “ ’ Moore Push Pin Co. 


A 


American Chain & Cable Co., Inc., Ameri- D N 


ean Chain Div. ... ; -- 68 Diamond Tool & Horseshoe Co. (1) 


S . ‘ . National Housewares Manufacturers As- 
Arvey Corporation ..... Front Cover 


sociation 
Draper Maynard Co. ... eee 
National Screw & Manufacturing Co. 


B 


Bommer Spring Hinge Co... oa ‘ Fuller Tool Co. ..... ‘er ae ; } Q 


Quick Manufacturing Ine. 





MORE POPULAR — | Red Devil Tools . 


Richards-Wileox Manufacturing 


THAN EVER.. 


Ss 
The Sherwin-Williams Co. 
Slaymaker Lock Co. 


in their 
“SER VE - Trade Shows Ltd. 
YOURSELF” Sain within: 
packet _— 


Moore Picture Hangers in their handsome, 
colorful Picture Window Packets sell faster, with 
less effort. They're easier to display, easier to 
handle, and the 4 different sizes are more 
quickly identified. For more picture hanger YOUR C NTER 
sales, stock these 58-year favorites, NOW IN -———— ou Western Merchandise Exhibitors Associa- 
TODAY'S MOST MODERNHANGER PACKAGE. The Moore 720B Counter tion 
Display. 72 Packet ca- Wes , 
Vestern Merchandise Mart 


pacity, yet is only 10%4"" ; 
M 0 1] R F p H) S + = p | N C 1] x high, with 9’’ diameter Wilshire Manufacturing Co. 


x base. All metal. Revolves. | : 
Since 1/900 Ask your jobber. |} G. F. Wright Steel & Wire Co.. 





Val-A Company 


Ww 














Vakers of famous Moore Push-Pins 
113-25 BERKLEY ST. PHILA. 44, PA. 
For Details Circle 25 on INQUIRY CARD 





HARDWARE 





more 


ACCO 


products 


AMERICAN CHAINS 


for Farms, Homes, Industry 
and Transportation 





for Steady Profits all year 'round— 
Buy AMERICAN [iuitped 
Display AMERICAN {* 
in this sales-making Stand se Sr 


° Sell AMERICAN 


order from your AMERICAN CHAIN wholesaler 


American Chain Division 


AMERICAN CHAIN & CABLE 


York, Pennsylvania * Bridgeport 2, Connecticut 





For Details Circle 26 on INQUIRY CARD 


World's Largest 
Producer of 
Brass Padlocks 


glaymaker 


LOCK CO. LANCASTER, PA. 
or Details Circle 27 on INQUIRY CARD 





A real help 


for salespeople 


CHINA & GLASS 


By H. 9. Wilson 


This 56-page booklet reveals sales and merchan- 
dising ideas for all types of dinnerware, glass- 
ware and table accessories. It also gives the 
historical background, manufacturing methods 


and window and in-store display ideas. 


Get this excellent sales aid, today. Send 25 cents 


for each booklet to... 


HARDWARE WORLD SERVICE BUREAU 


1355 Market Street San Francisco 3, Calif. 











For Details Circle 28 on INQUIRY CARD 
DECEMBER 1958 


A TRADEMARK SINCE 1876 


INCREASE 

YOUR 

SALES . 

by stocking x 
another plated \ 
finish. Our 


US2G (dull zinc) 
is a beauty. 


Ai és. alia a a a a 


\. FOR THE BEST IN 


\ SPRING 
\ HINGES 
Y 


#3029 — EVER-READY DOUBLE 
ACTING SPRING HINGE 
The easiest in the world to install 


BOMMER 


SPRING HINGE CO. INC. 
EXECUTIVE OFFICE AND PLANT: LANDRUM, §. C. 


~<—— 


Sales Offices & Warehouses @ 
Chicago: 180 N. Wacker Drive 
For Details Circle 29 on INQUIRY CARD 
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Brooklyn: 263 Classon Ave 


LISTO 


MARKING PENCIL 


writes on 


everything! 


Listo makes a 
clear, bold mark 
on everything 
you sell or service 
... even glass, 
plastic, 
cellophane. 
Refills in black, 
red, blue, 

green, yellow, 
white. 


Ask your wholesaler or write 


LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
For Details Circle 30 on INQUIRY CARD 
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MANUFACTURERS AGENT 
WANTED 
Established San Francisco agent seek- 
ing sub-agent calling on hardware, 
plumbing and builders’ supply whole- 
salers in Northern California for na- 
tional lines on building wire, cords, 
cables, tape and steel conduit. Phone 
Yukon 2-0788.—Mr. Curry. 
FOR SALE 
Hardware store established 2 years 
in growing community. Inventory and 
fixtures approx. $17,000. Grossing 
$49,000 year. \Store 30 x 75. Fenced 
in yard 30 x 50>.Plenty parking, black 
topped. Address: Southland Hard- 
ware, 7378 Orangethorpe, Buena Park, 
Calif. 


Slaymaker Judges Named 

Three judges have been named to 
select winners in the $500 dealer dis- 
play contest sponsored by the Slay- 
maker Lock Company, world’s largest 
producer of brass padlocks. 

The judges are L. V. Rowlands, 
publisher of Hardware Age; Charles 
Snitow, president of the National 
Hardware Show, and R. B. Shellen- 
berg, manager of the appliance and 
hard goods division of Saturday Eve- 
ning Post. 

Thirty-five cash prizes, including a 
$250 first prize, are being offered for 
displays of any kind featuring Slay- 
maker products. A dealer may enter 
as many displays as he wishes and is 
not limited to one prize. 

Photographs of displays with deal- 
er name and address on the back must 
be mailed to the Slaymaker Lock Co., 
Lancaster, Pa., no later than Novem- 
ber 15. Winners will be notified prior 
to January 1, 1959. 





Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 





ITIES 


SHOWCARDS 
For hardware dealers by mail order. 
Save over 50%. Example—7” x 11” 
only 15¢ each. Price cards 35¢ per 
100. Fast service. We pay postage. 
No sets to buy! Send for free samples 
and price list. KALANE SPECIAL- 
TIES, 248 San Fidel, La Puente, Calif. 


HOUSEWARES LINE WANTED 
By Manufacturers Representative who 
has worked with housewares buyers 
at wholesale and department store 
levels in entire west for 25 years. 
Address Box A-926, care HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 





Three Faces 
of Crippling 


Birth Defects Arthritis Polio 








JOIN THE 


MARCH OF DIMES 


8 mm TOWARD GREATER VICTORIES MO oe 


TERRITORY WANTED 

Want to cover No. Calif. for Manu- 
facturer or Mfr. Rep. selling Builders 
Hardware. Excellent sales record. 
With jobber last eight years. Age 34, 
married. Address Box A-920, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 

HARDWARE—SOUTHEAST OHIO 
Same owner 15 years, completely 
equipped, Hotpoint franchise, 1957 
sales $41,000. No near competition. 
Price $20,000. Address Box A-927, 
care HARDWARE WORLD, 1355 
Market Street, San Francisco 3, Calif. 


HARDWARE—GENERAL STORE 
1957 sales $150,000, completely equip- 
ped, Pennsylvania city, good lease, 
drive-in parking, $65,000 stock, priced 
right. Address Box A-928, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco, Calif. 

BUY BUSINESS CARDS $1.00/1000. 
Details free. TROMIL, 749 Bryant, 
San Francisco 7, Calif. 


WHOLESALERS DIRECTORY 

Directory of Western Wholesalers 
includes listing of 191 wholesalers in 
the 12 Western states, Hawaii and 
British Columbia and provides useful 
information about territory covered, 
departments, special services, sample 
display rooms, salesmen, sales man- 
ager and executives. Special price for 
this 16-page directory is $1. HARD- 
WARE WORLD SERVICE BU- 
REAU, 1355 Market St., San Fran- 
cisco 3, Calif. 





Where's The Number? 


Due to mechanical limitations the IN- 
QUIRY NUMBER is sometimes omitted 
at the bottom of an ad. To find the 
inquiry number check the INDEX TO 
ADVERTISERS on Page 62 of this issue. 


CIRCLE THE NUMBER — WE DO THE REST 














Genuine 
Original 


y Domes 
SILENCE 


Wonderful for all WOOD and METAL Furniture 
Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


Colorful .. . Eye-Catching. Sells on Sight 


One Set of 4 Conbatns I én. suede ot either Loe %" of [corms bowas hove 
ne il. teel, bu i 
on @ 3-Color Card noodle point nai se hardened steel, burnis nickel plated mirror 


6 SIZES: %", %", I", : 
li”, Me", HG". Both Container and Cards in 3 COLORS 


Ask your Jobber or write—(UcL eau Bon OME RU Ce Cue a 


hg 











For Details Circle 31 on INQUIRY CARD 
HARDWARE WORLD 





RING AND 
SCREW SHANK NAILS 


CF«I Ring and Screw Shank Nails are available in 
sizes, types and finishes to meet all your customers’ 
needs. Fill every order promptly and with confi- 
dence—stock CF&I Ring and Screw Shank Nails. 
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CF eI Ring and Screw Shank Nails are sup- 
plied in handy 5-, 25-, 50-, and 100-pound 
cartons for your ordering convenience. 


THE COLORADO FUEL AND IRON CORPORATION 


Denver - Oakland 


Albuquerque. + Amarillo - Billings - Boise - Butte + Denver - El Paso - Ft. Worth - Houston + Kansas City + Lincoln (Neb.) > Los Angeles 
Oakland » Oklahoma City + Phoenix - Portland + Pueblo + Salt Lake City » San Francisco + San Leandro + Seattle + Spokane + Wichita 
CANADIAN REPRESENTATIVES AT: Calgary - Edmonton + Vancouver - Winnipeg 

For Details Circle 32 on INQUIRY CARD 
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Ask your jobber about these fast moving cordage 
items...they are all proven sellers, all pack- 
aged and priced to help you sell more this Spring. 


100% NYLON 
STARTER CORDS 


One of our biggest sellers 
This market is terrific 
power mowers and outboards 
need replacement Cords. Be 
sure you have them this 
Spring 


KITE TWINE 


Don’t miss this business. Nice 
counter display. Cord is 
wound on red, white and blue 
tubes. Looks very sharp and 
really sells. 


BRAIDED 
MASON’S LINE 


This is another year ‘round 
item. Mason’s line, awning 
cord, balance cord, fish string- 
ers, venetian blind cord, dra- 
pery cord, dryer cord, etc. Try 
it for Spring Sales. 


NYLON SEINE 
TWINE 


Top quality, priced right, ready 
to go for Spring. This item 
moves from March till frost 
and some places longer. Ask 
your jobber for King Cotton 
brand. 


iv0% NYLON 
BRAIDED ROPE 
RACK 


Big sell in small space. This is 
the easy way to get into the 
Nylon Rope Business. Display 
rack is free with initial order 
for 4 or more spools 


CHALK LINE 


This is a year ‘round seller 
there’s always chalk line busi 
ness. Spring helps, ‘cause 
folks need lay-out line, tie 
back line, etc. Be sure you 
have this on your order 


HANDY CLOTHS 


These are perfect for all the 
Spring clean up chores. Spread 
out and load it up with leaves, 
weeds, cuttings and the win 
ter debris. Then drag it off to 
the back lot. 


GREEN GARDEN 
JUTE 


We do a big volume in this 
every year...it’s a natural for 
Spring and Summer Sales. 
Order now, bulk packed or in 
SNAP-SACKS. 


For Details Circle 33 on INQUIRY CARD 





